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In step with the times! 
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Shoemaking utilizes a modern 
material — Celastic — for the ex- 


acting requirements of the box 
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toe. Celastic is a specially woven 
fabric that has been impregnated 
with a plastic compound. In the 
making of the toe the plastic pen- 
etrates doubler and lining and 
forms toe into a single structural 
unit. This union of materials brings 
strength—lightness—and greater 


accuracy to each Matched Pair. 


THE QUALITY 
BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WARS have a habit of making 
millions of new shoe wearers. A 
man in the army is given the tough- 
est shoe that can be made for the 
service. When he goes back to his 
peasant mode of life or industrial 
mode of life, he becomes a shoe- 
conscious animal. War is a great 
stimulator of footwear progress and 
if the war in Europe goes on for 
any length of time, we are going to 
see a leather consumption that will 
stagger the price economics of the 
world. 

WALTER J. AVERY of the Com- 
monwealth Shoe and Leather Com- 
pany, Whitman, Mass., says: 


LA BOR DAY 
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“You will be interested to know 
that I have already received a num- 
ber of letters from the trade in re- 
sponse to the article on the Summer 
extension movement of Labor Day 
to mid-September. 

“I have implicit faith in the prac- 
ticability of the idea and along with 
many far-sighted merchants have 
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the eternal hope that the movement 
will take wings and become a 
reality.” 





E. H. KROM, Chairman of the 
Board of G. R. Kinney Co., Inc., 
New York City, says: 

“I want to congratulate the Boot 
AND SHOE RECORDER on the sugges- 
tion that Labor Day be placed later 
in September, possibly the third 
Monday. This is an excellent sug- 
gestion. I believe it would be one 
of the biggest steps forward that 
could possibly be taken for the good 
of the shoe and apparel industries. 

“I want you to know that in this 
move you have the hearty support 
of myself and this organization.” 


* * * 


@. R. BOYLES of Boyles Shoe 
Store, Mount Airy, N. C., says: 
“May I take this opportunity to 
express my wholehearted approval 
of your article ‘Labor Day As A 
Selling Symbol’ in the April 13 
issue of the Boor anp SHoe 
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Recorper. It is my sincere opinion 
that this is expressive of the ma- 
jority of shoe merchants as well as 
the majority of the people of the 
nation as a whole. 

“Especially we shoe merchants 
in smaller towns, where it is hard 
to hurry our customers into buying 
as fast as we wish them to, 
would welcome the moving up of 
Labor Day. The seasons are all too 
short now even for shoe merchants 
in larger towns, especially the 
Spring and Summer months. Due 
to this fact, heretofore, as you have 
pointed out in your article, it has 
seemed necessary for us to dump 
our Spring shoes in a panic of 
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premonition that pollutes the profits 
of the second quarter and we look 
at the white season as one that has 
to be gotten over with quickly or 
take the consequences. Whereas, 
should Labor Day be moved up, 
say to Sept. 15, we would not feel 
that way and would no doubt be 
able to continue the Spring season 
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sufficiently to clean up at a profit 
and go into the white season with 
a renewed determination to make 
it a profitable one, knowing that we 
have the time in which to do so. 
“While September months with 
us in the past have been good vol- 
ume ones on Fall shoes, it has been 
hard for us to appreciate it due to 
the fact that we have not, by that 
time, gotten the bad taste out of 
our mouths of an unprofitable 
Spring and Summer season that 
was all too short to be profitable. 
It is certainly high time that we 
shoe merchants began to think 
about profits instead of volume. 
“Therefore, may we be counted 
on to join with you in the promo- 
tion to extend the Summer selling 
season and to thank you for bring- 
ing this idea before the shoe mer- 





THE J. MILLER ADVOCATE—a 
breezy flier—“Shoes Make News,” 
announces that “I. Miller & Sons, 
Inc., will hold important national 
dealer convention May 6, 1940, at 
Long Island City.” In black face 
type the story is told of postpone- 
ment of regional meeting and a 
starting of the season with an un- 
usual promotion presentation. 
Starred in the corner is: “Local 
Forecast for I. Miller Areas: Favor- 
able trade winds due to clearing 
weather and Fair prospects.” 


THALHEIMER’S of Richmond, 
Va., is soon to open a new depart- 
ment for the young trade, to be 
called the “Young Virginian” shop. 
There is an historic and romantic 
flavor about the name which should 
appeal to the younger generation 
and their parents in this historic 
city of South. 
” * * 

THOMAS H. ELIOT, Regional Di- 
rector, Wage and Hour Division, 
U. S. Department of Labor, before 
the trade meeting sponsored by the 
New England Shoe and Leather 
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—The people, the buyers of goods, in 
your town, are no different from 
the audience under the big tent. 

—They demand showmanship in 
whatever you, as a Merchant, 
have to display or sell. 

—We are living in an age of show- 
manship. 

—The movies, fhe radio, streamlined 
products and streamlined thinking, 
even wars and catastrophies, are 
so highly dramatized that the pub- 
lic has become critical to an al- 
most professional degree. 

—They demand a show, and a big 
show at that. 

—So, when you plan your window 
displays and advertising and gen- 
eral promotions, try to be the 
showman yourself. 

—Your customers, and prospective 
customers, are your audience. 
—If you put on a good show, they'll 
come and come again, and fell 

other folks about it. 

—But if your show is ordinary or un- 
interesting, the better showman 
across the street will get the crowd 
under his "big tent.” 


ta 


President 





Association and Boston Shoe Club, 
said: 

“In February, 1939, the first criminal 
prosecutions under the Fair Labor Stand- 
ards Act were brought against two shoe 
companies here in Massachusetts. Three 
months later, there were several other 
prosecutions of New England shoe com- 
panies. We took such forceful action not 
only because the violations in those cases 
were willful and flagrant, but also be- 
cause we wanted to show the shoe indus- 
try, and industry as a whole, that this law 
really meant something. 

“This Winter, when the busy season 
started in the novelty shoe branch of the 
industry, I was naturally interested to see 
what effect those 1939 prosecutions had 
had. Furthermore, we had on file a great 
many shoe complaints which we had been 
unable to reach. Therefore, two months 


ago almost all our inspectors went out 
again on shoe cases. The results, while 
not altogether satisfactory, were fairly en- 
couraging. 

“We found that a few companies were 
still deliberately falsifying their records 
and violating the law. We found a few 
companies against which no complaints 
should have been registered in the first 
place because they had always been com- 
plying. And, just as we had expected, we 
found a great many companies which had 
indulged in unlawful practices for the 
first few months of the law’s existence, 
but had come completely into compliance 
either in February, 1939, or June, 1939, 
the months in which the first shoe prose- 
cutions took place. The fact that those 
companies had hurriedly come into com- 
pliance would alone justify the vigorous 
enforcement action which we took in 
1939, if it, indeed, needs any justification 
other than the law itself. 

“I am sorry to say that the books 
are not closed yet. Up at my office 
at 120 Boylston Street, we have files 
on 16 more shoe companies which 
look like cases for legal action, 
either civil or criminal. I earnestly 
hope that by the time those cases 
are completed, our major difficul- 
ties with the shoe industry in this 
region will be things of the past.” 

* * * 


THE young fry wants what it wants 
when it wants it, according to Sol 
Kimmelman of the children’s de- 
partment at Gimbel’s in Philadel- 
phia. A four and a half year old 
boy, accompanied by his parents, 
wanted rubber crepe soles and got 
them—in spite of the fact that both 
his parents and the sales clerk were 
in favor of something different for 
a child of his age. 
* * * 
THIS is check-up time in shoe 
stores and in that connection, 
Nathan Hack, of Detroit, prom- 
inent member of both the Michi- 
gan and Detroit Shoe Retailers 
Association, made this his topic: 
“We wonder how many of you 
accept cash from customers when 
selling shoes, without counting the 
amount received? We also wonder 
how many of you place a five dol- 
lar bill on the bar in payment for 
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a drink without counting your 
change? (That is, before you have 


had too many drinks, of course.) 





What would you think of a guy 
who would receive a case of shoes 
and would place them on his 
shelves without counting the num- 
ber of pairs received? We could 
go on and on, endlessly, offering 
such parallels as these. 

“Some of you would say these 
‘Things Never Happen,’ but these 
things do happen every day in the 
week, in practically every store. 
Here are some questions that are 
mighty important: 

‘How many of you have a scale with 
which to weigh the freight received from 
your transportation companies? 

‘How many of you use that scale to 
verify the weight of the freight when 
received ? 

‘How many of you have a rate card 
from which you can check and verify 
your freight rates? 

‘How many of you know whether you 
pay the right rate or the wrong rate? 

‘How many of you know whether you 
are overpaying 10%, 20% or 35% over 
the regular freight rates? 

“Your transportation companies 
may be just as honest and just as 
honorable as you are, but they are 
not infallible. They too can make 
mistakes, just as you and I. There- 
fore make up your mind to watch 
and weigh each and every shipment 
of shoes that you receive. You will 
learn that this statement is not idle 
chatter. Remember, overpaying a 
quarter or a half dollar because of 
other peoples’ errors, even honest 
errors, does not amount to a whole 
lot of money, but when you have 
two and three shipments a day from 
various parts of the country, and, 
if you are overcharged (by mistake 
of course) only a quarter per pack- 
age, you are contributing 50 to 75 
cents a day that could be used to 
far greater advantage. The more 
shipments you receive daily, weekly, 
monthly or annually, the more you 
are paying out of your own pocket. 
Here are some thoughts: 

“Will you accept money from a 
customer without counting the 


money received? Will you just 
stick your hand into your cash reg- 
ister and hand out a handful of 
change without counting it? Of 
course not! But paying out money 
to freight companies without check- 
ing the weight and consulting your 
rate card is no different and no 
more ridiculous than accepting cash 


MAY6E WE CAN MAKE SOME Mone wow! 
1 - 2 


for a purchase without counting the 
amount received or placing a ship- 
ment of shoes on your shelves with- 
out counting the number of pairs 
received. 

“To Stop Losses Act At Once: 
(1) Invest in a scale so that you 
can check your freight. (2) Fur- 
nish your transportation companies 


with a written list. (3) Insist upon 
a rate card from your transporta- 
tion companies. (4) Make good 
use of your scale and rate card. 
Check every shipment as it is re- 
ceived. Other people’s mistakes 
may prove costly to you.” 

. . 7 
SNAKESKIN hats were _intro- 
duced in the millinery department 
of A. H. Geuting’s, Chestnut Street 
store, this Spring and have resulted 
in a nice business, in coordination 
with all-over snake or snake- 
trimmed shoes. Close cooperation 
hetween shoe, hat and handbag de- 
partments makes for intelligent buy- 
ing and accessory coordination on 
the part of the customer. 

Geared to serve its women cus- 
tomers from head to feet, the Chest- 
nut Street store of Geuting’s in- 
cludes handbag, hairdressing and 
millinery departments as well as 
shoe departments for women’s, chil- 
dren’s, men’s and boys’ shoes. 
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"What did you mean when you said she shouldn't go round with a run down heel?” 



















































Above :—This attractive, practical sport 
and sun costume consists of shorts, 
cape (to wear as skirt or 





SHOES for the 


@UT on the Pacific Coast, the outdoor life is for one 
and all. As a matter of course, everyday life will con- 
tain for the younger set, riding, both the Western type 
and fast and high goal polo, swimming, tennis and bad- 
minton, the smartest sport at this time. Yachting is also 
an extremely important diversion on the Pacific Coast. 

The season starts in Santa Barbara around the begin- 
ning of February and continues on until late September. 
During this season, many families come from the East 
and take up residence for a few months. In the Sum- 
mer-time the town is full of Eastern college and finish- 
ing school children and a gayer place can hardly be 
found anywhere in the world. 

The general type of clothes seen here is the smart 
simple sports costume, worn from early morning until 
night. One may start out in the morning in a light silk. 
or wash frock, and wearing a pastel topcoat, go on to 
dinner. Sweaters and skirts, usually beautiful English 
types, are seen on the golf course at Montecito Country 
Club or La Cumbre. Traditional golf shoes are worn 
and beautiful leather golf bags are carried by the cad- 
dies. After a round of golf one may change into a 
casual frock and lunch on the terrace of the club. White 
sports shoes are worn, with and without heel, accord- 
ing to the costume. Luncheon at the Paseo or at the 
ultra smart Biltmore Coral Casino Club will call for the 
same type of costume, worn with a short jacket of 
pastel tweed or an interesting topcoat of one type or 
another. 

Beautifully hand-turned two-tone shoes are worn with 
most spectator sport costumes. At Fleischmann Field 
[TURN TO PAGE 37, PLEASE} 


covering) and very feminine snugly 









fitted peasant type blouse with low Photos on opposite page, upper right: 
heart-shaped neckline and short puffed Informal costume for many occasions, worn 
sleeves. Worn by Miss Pauline Hays. by Miss Heartee Ann Edwards. The full 
Note her unusual three tier platform short trousers and soft wide sash, reflecting 
sole wedges. “Thief of Bagdad” influences, contrast in 




















color with the simply tailored blouse. The 
wrap-around sandals strike just the right 
note with this desert influence. Lower right: 
—For warm days of sailing Miss Donna 
Butler, attractive daughter of the Donald 
Butlers of Santa Barbara, has chosen this 
striking shorts outfit, consisting of navy and 
white striped silk overblouse worn with 
white sharkskin shorts, very tailored. Her 
shoes in solid color with flower print trim- 
ming complete the gay costume. Lower left: 
—Out in the sun on the “deck” at the Sant« 
Barbara Biltmore Coral Casino, Miss Bett, 
Howell wears a bright dirndl skirt, a halte 
of the same material and navy blue linen 


Left:—This classic two-piece flannel jacket—all made by southern California 





slack suit in wine worn over a beige 





manufacturer. The colors in her flower prin! 


cashmere sweater is an ideal outfit oxfords match her skirt. 
for an ardent Santa Barbara sailor like 
Mrs. Jack Kenaston. The wedge shoes 







are both smart and functional. 























OUTDOOR 
SEASON 


Wide Possibilities for Sales and Profits Visual- 
ized by Pacific Coast Merchants, Who Make the 
Most of the Long Play Season to Promote In- 
teresting Specialties to Go with Summer Sport 


Costumes. Fashion Notes from Santa Barbara. 


by JEAN PETTEBONE 




















Occupying a corner loca- 
tion, this new store is out- 
standing day and night. 
The curved windows are 
arranged so as to give the 
widest possible angle view 
for displayed footwear to 
passersby on both streets. 
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Gleaming White Marbie, Trimmed with 
Bronze, and Unusual Arrangement 
of Store Front Entrance and Display 
Windows Command Instant Attention 
as Fashion Bootery Opens Eleventh 
Store of Successful Far Western Group 


in New Location 


ULTRA MODERN DESIGN 


Features New Portland Store 


MODERN materials have been put to functional use 
in the design of the new home of the Fashion Bootery 
in Portland, Ore. The store front is of white Colorado 
marble, trimmed with bronze. The single column at 
the corner entrance is of fluted marble, also with a 
bronze trim. Front doors of Herculite glass are without 
frames, a new thought in front door designing. 

Home office of the Fashion Bootery is at Seattle, 
Wash. In all there are eleven branches in this group of 
which Joe and Jack Porad are the executives. The 
stores are located in Seattle, Tacoma, Portland, Spokane, 
Bellingham, Oakland, San Francisco, San Jose, Sacra- 
mento, Salt Lake City, together with the recently opened 
one at Ogden. 

It is the policy of the owners to operate a rather 


compact group of stores, giving to each one personal 
attention. Right now the idea is to improve the store 
in each community, making it an outstanding store. 

In commenting on this, Jack Porad said: “The rea- 
son for the new Portland store is to improve our loca. 
tion from a 60 per cent site to one rated 100 per cent 
The new store is now located in the very heart of the 
women’s style shopping center at the corner of Broad 
way and Alder. Now we feel we are better able to pre- 
sent our type of merchandise to the women of Portland 

“We feel in order to service the style minded women 
we must have a beautiful store that will attract then 
This new store has three large windows and two smal! 
ones. 

“All our stores operate on a two price policy. It has 
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been our experience that a two price structure is better 
than a one price or several prices. Our two lines are 
carried under our own brands, ‘Fashion Debs’ at 
$2.98 and ‘Vogue-Craft’ at $3.60. Play and sport shoes 
are carried under the brand of “Thrifties’ at the one 
price of $1.99.” 

Additional changes will be made in the existing 
stores as soon as more desirable locations can be ad- 
vantageously secured. All stores are supervised by Jack 
Porad and are so situated that he can reach any in three 
hours’ plane travel, his sole means of transportation. 

In the new Portland store there are 70 chromium 
fitting chairs, every one accessible for use. The store is 
completely air-conditioned and features the new indirect 
lighting. Light green and peach upholstery are used 
in the mirrored sales room. The main floor has a shelf 
capacity of 6000 pairs of shoes and a total capacity of 
forward stock and reserve stock of some 15,000 pairs of 
shoes. Ben Litchgarn, who 13 years ago was a sales- 
man in the Portland store and has for the last four 
years been manager at the old location, is the manager 
of the new store. 

Belief in attractive stores, both as to interior and 
exterior appearance, has been a strong note in the 
policy of this organization and doubtless has played a 
large part in the success and expansion of the business. 
The management is convinced that modern, up-to-date 
stores sell more shoes. 


This view below, shows the store from the rear looking 

forward to the entrance. At the lejt is the L section with 

its additional 18 chairs making a total of 70 chairs on 
the entire floor. 
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To the right in photo above is the cashier's desk and 

wrapping counter. To the left, not showing, is a row of 

three chairs and bag department. In the right background 
the L shape part of the room shows. 











FOR the first dressy Fall street shoe, we suggest 
the trimmed pump, the opened-up stepin or slipon, 
the seven-eyelet dressy oxford with low cut d’Orsay 
line. We show here the slipon, higher riding than 
the stepin. We show it in elasticized suede—num- 
ber one material for early Fall dressy shoes. Its 
opened-up vamp, open toe, short quarter, V-shaped 
top line, contrasting trim and platform sole, all 
give it a leading place in the 1940 Fall style pic- 
ture. You will buy it in staple black and in pro- 
motion colors, including brown. 


FFOR the first Fall days on campus three styles are 
tops. We don’t need to remind you of the perennial 


and ageless favorite, the saddle oxford. You will 
buy it in white and tan with front lacing, with side 
lacing, with walled last, sometimes with rocker 
bottom, with thick rubber crepe sole or red rubber 
sole. Then you will buy moccasins—real camp 
ones and moccasin effects in mannish little low- 
heeled stepins. And—newest of all—you will buy 
and promote the thoroughly masculine brogue ox- 
ford in calfskin with antique finish, shown here 
with heavy rubber crepe sole. 


FFOR early Fall evening doings we show a cocktail 
or dinner sandal. The most exciting style of the 
season—the open shank or the cut away wedge— 
is illustrated in a sandal pattern of dark material 
—suede or satin—lightened by touches of silver, 
gold or gay colored kidskin in the fluted vamp 
trimming. The open back belongs in this type of 
shoe and in little else, according to the recom- 
mendations of the Styles Conference. Variations 
on this novelty heel will be seen in many dressy 
patterns, for both evening and afternoon wear. 



































Presenting Six Impertant Types fer 
Early Autumn. They Range from 
Campus te Cocktail Shees, from 
Sephisticated Open-Shanked San- 
dais to Naive Mary Jane Straps. 


FOR first Fall events of many kinds, notably the 
opening of the football season, the tailored or 
spectator shoe with built-up leather heel is number 
one in importance. You will buy it in classic spec- 
tator pumps, in the new masculine treatment with 
broguing and “bootmaker” finish, and in tailored 
patterns such as the one illustrated. You will also 
have it in stepin and oxford versions. But the 
pump is the shoe to watch. We show it here in 
alligator calf with moccasin toe, set off by fine 
piping, walled last and smart tailored bow. 


FIRST Fall days are still play days. You will 


want play and casual shoes for the stay-at-home as 


well as the cruise-goer. You have been hearing a 
good deal about sabot straps. Here we show a 
smart sabot pattern—the goring is low down on 
the inside of the shoe—on a wedge heel. The modi- 
fied knobby toe, round and full, has a new look, 
youthful and suitable for this type of shoe. Wedge 
heels are certain to be good in play and walking 
shoe heel heights. The cut down angular side line 
is also very Fall 1940. 


FOR the woman who wants to be first in shoe 
styles, we recommend the Mary Jane. Not just as 
you see it here, in its original little girl version, 
but with clever new treatments, such as moccasin 
toes, square toes and heels, stitchings of various 
kinds. Copied from the Finnish country woman’s 
shoe, worn by Schiaparelli’s models, there is a 
chance that the Mary Jane with modifications may 
go places this coming season. It is in the trend to 
low-heels and also to straps. 
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Make Play Shoes Plus Shoes 


PLAY shoes are headline shoes in the great all-Amer- 
ican Summer ahead. Old Sol’s northward sweep finds 
more millions than ever taking to play clothes and play 
shoes. Shoes for fun will reach new highs on the sales 
charts. 

But the wise merchant will not let his enthusiasm for 
easy sales of play shoes lead him to neglect the other 
important types of Summer shoes in his stock. He will 
BALANCE his promotions. He will sell play shoes IN 
ADDITION to the others and NOT IN PLACE of them. 

As a plus, play shoes mean extra profits. As a sub- 
stitute, they mean lowered sale units. 

There must be a balance between play shoes, func- 
tional sport shoes, the classic spectator, and the dressier 
Summer shoes that should, as always, have the leading 
place in a smart shoe wardrobe. 


Above:—Country, boardwalk and beach form the 

background of this window display for play shoes. 

Thus footwear for each occasion can be displayed 

Re er ae a ae 
of eac! 


Right:—An actual or simulated awning or beach 

umbrella of blue and white stripes sets over this 

display table for play shoes. Spotlights can be 

concealed under canopy giving a sunny effect 
on shoes. 


Earlier, we had reports from Miami of women 
wearing play outfits all day. To quote: “She may don a 
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Strive for Balanced Promotions and Sell Play Shoes 

in Addition te Other Types Rather Than in Place of 

Them. Give Your Store a Summer Atmosphere to 
Enhance the Appeal of Summer Shoes. 


play outfit in the morning and wear it all day long. 
She can take off the skirt and just wear the shorts and 
shirt top for tennis or other sports. Then, on can go 
the skirt again and she is ready for lunch, shopping 
or even matinee.” 

That may be all right for a resort town where any- 
thing goes. But it is neither smart style nor smart busi- 
ness to promote the casual idea to the exclusion of 
other attire, appropriate for various occasions and 
activities. 

On the other hand, there are many men and women 
who need to be taught that there is tremendous relaxa- 
tion and recuperation in changing to play shoes and 
play clothes after a day’s work, or for a week-end of 


This Summer 


lolling or loafing or fussing around. Here again it is 
important to KEEP CASUALS IN THEIR PLACE. 

A balanced promotion program will give people who 
read your ads, look at your windows or come into your 
store dramatized suggestions of the PROPER USE of 
the various types of Summer shoes—of having the right 
shoes for each occasion—of building a complete ward- 
robe of shoes for Summer, so that he (or she) will be 
properly shod at all times. 

True, you’re not going to keep a lot of people from 
wearing the wrong shoe at the wrong time—they prob- 
ably will always do that. But very often over-enthusiasm 
for something new and novel and exciting causes mer- 
chants to indulge in over-promotion, making many 
people feel that nothing else matters. It can happen in 
play shoes; it has happened in color. 

A complete Summer shoe wardrobe requires white 
and colored shoes. It requires business shoes, sport 
shoes, spectator shoes, play shoes and dressy shoes. 
The sale of all should be encouraged. A balanced pro- 


Right:—A newspaper ad layout for play shoes for 

the family. This can be adapted to an individual 

promotion for either men’s or women’s casual 
$. 


by R. E. ANDRUSS 


motion program will help. Over-promotion of any one 
group will hinder. 

A second important consideration in planning for 
more Summer shoe sales is SUMMER ATMOSPHERE 
IN THE STORE. You may not have air cooling, but 
you can have your store fresh, cool and inviting in 
appearance—completely changed in its decorations from 
those used for Spring. 

Sometimes a smaller merchant will say, “That's all 

[TURN TO PAGE 36, PLEASE] 
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OUTLOOLM 


Who Says 


You Can’t Do It? 


AN experiment in marketing is scheduled for May 15 by ARTHUR D. ANDERSON 


that, in a way, is not only a rarity but a tribute to the 
power of publicity—for on that day Nylon hose will be 
introduced nationally to the public. Why should we 
think that that is of any great significance when, after 
all, it’s a chemically prepared substitute for silk? For 
this reason! The stockings are going to sell for $1.15, 
$1.25 and $1.35 per pair, in an America that has been 
able to get silk hose at prices half that figure. 

What makes the American public so keen, to buy this 
new “ersatz” hosiery, so that in all probability, on the 
day of sale, every pair will be sold in the first few hours 
of the morning of May 15? The answer is—the new 
hose has captured the imagination of the American 
public. It has been told in the newspapers that this 
new thread is a miracle of chemical and inventive skill, 
less likely to run; that it is ringless and that it will out- 
wear regular hose and then some! 

To the best of our knowledge, not one dollar has been 
spent in advertising and the interest has been created 
by that amazing power of the written word. We grant 
you that the great institution that sponsors it has poured 
millions into its development and that the hose has 
merits—perhaps not up to the expectation of the public 
that thinks a gossamer woven leg covering can with- 
stand friction, stress, strain and snags. What we do 
know is that there is available only 100,000 dozen pairs 
for sale on the morning of May 15. When you realize 
that this is less than a day’s consumption, it’s all the 
more amazing because the consumer purchased about 
137,000 pairs per weekday of full-fashioned silk hose 
during the year of 1939—or a grand total of 600,000,- 
000 pairs of women’s hose. 

Now, if you have any of the Nylon hose, don’t make 
the mistake of giving your charge customers the advan- 
tage of mail order purchase of more than: one pair. 
Or, for that matter, sending them to your friends. It 
would be a very poor form of merchandising to have 
practically no hose for sale in the store on that exciting 
hosiery morning. Far better to sell a pair to the cus- 
tomer at the counter and nowhere else. 

You may not believe it but there-are a lot of friction 
tests being made by research men to determine the wear 
factor of shoes on hosiery. One expert recommends 
that the cloth lining as used should be cut so that the 
warp runs longitudinally in the shoe—there being less 
friction on hose by that method, he says. Another one 
says, watch the binding and see that friction at that 
point is reduced. We can heartily recommend that 
women, in particular, buy their hosiery long enough in 


EDITOR, BOOT AND SHOE RECORDER 


the foot. There has been more short hose sold, because 
of the open toe footwear, and that may, in itself, be 
quite a factor in the life of the hose. 

But that isn’t what we started to write about. What 
we had in mind was the answer that this Nylon hose 
gives to the cry: “The public won’t pay higher prices” 
and the theme song of the age is “Cheap, cheap, 
cheap.” Here we have a demonstration that the public 
will pay for a quality item twice its usual price because 
the promotion is right and evidently the goods are right 
and the imagination of the public has been captured so 
that it’s a swell talking point between the “haves” and 
the “have-nots.” Furthermore, it’s the greatest con- 
sumer testing experience in the history of merchandis- 
ing because, make no mistake about it, these wearers 
are going to express themselves favorably or otherwise, 
in no uncertain terms to their friends, acquaintances 
and one and all, interested or otherwise. Maybe this 
hosiery experiment will restore courage to merchants 
everywhere to grade up and “sell” up, always provid- 
ing that the goods have the merit and the interest 
within. 


ET was no small achievement for the elastication 
process to find its way into American acceptance at a 
time when increased costs through backing, lamination, 
etc., were inherent within the new shoes themselves. 
At one time, the cost of the backing was equivalent to 
the cost of the upper material and yet, because the 
American public wanted it, a new thing entered the 
trade and continues to ride high. 

So you see, it isn’t a case of cutting prices to the 
bone in an effort to make volume, to the music of 
“Cheap, cheap, cheap.” There is a place for a meri- 
torious article, providing it serves and serves well. If 
it can catch the spotlight of American attention, its 
acceptance is accelerated. 

We are beginning to learn the art of promotion, us- 
ing all the tools—words on paper and words over the 
air—and that very effective grapevine, talk between 
people upon the subject of merchandise. The skill of 
the merchandiser comes into the field of distribution 
when a man, or a group of men, can so present some- 
thing new or interesting that the public will buv 
and buy. 
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ADVERTISING 


THAN EVER BEFORE.. 


. WITH NO 
ADDITIONAL COST 


a en oe BROS. 


ST. LOUIS 
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GLORIFYING 
THE SHOE BOX 


How the Shoe Department of Lord & Taylor, New 
York, Uses an Attractive New Carton as the Basis of an 


Intensive Shoe Promotion 


*6S$OMETHING distinctive, something to set us apart from all the 
others,” was the thought in the mind of Ralph Walton, buyer of 
women’s shoes at Lord & Taylor, Inc., New York, recently. For 
some time the advertising of this store has had that distinctive 
quality—in clear, concise copy, staccato headlines, easy to see, easy 
to read, easy to understand. [TURN TO PAGE 41, PLEASE | 


Gertrude Lawrence, the distinguished actress, gave 

personality appeal in the promotion shown in 

the newspaper ad at the right and in the window 
display below. 





AND. SO WILL YOU. A rose for you upon this dusky 
green box your mew shoes ore delivered in. 
Enchonting! Accloimed by artists as one of the most 


b 4 MS os 
J" 


Designed by Horry Rodman, Art Director of Lord & Tayler). 
-_ Advediaing Department. Shoe Solon, Fourth Flor 
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Sensational New, Non-Slip, Air-Cushioned 
Rubber Heels, made by cupPLes 


Want to sell more Shoes? Then get this finer heel 
on your next lot of Men’s Shoes. For here’s new 
style and smart, sales appeal at its best in a rubber 
heel that really gives you something to talk about. 


Scientifically constructed, Presto-Grip Heels 
cushion each step, absorb shocks and jars, and 
by means of the soft white button, which grips 
and holds, they prevent slipping—safeguarding 
each step. Presto-Grips provide a measure of 
safety and comfort found in no other heel. 


You'll proudly display and show the bottom 
of shoes equipped with Presto-Grip Heels. And 


CUPPLES COMPANY 


you can easily demonstrate the four unique fea- 
tures of Presto-Grips. 


Leading Shoe Manufacturers have been quick 
to see the advantages of using these finer rubber 
heels. They have adopted Presto-Grip Heels to 
help you sell more shoes. So when you buy 
Men’s Shoes—insist on getting the powerful 
“sell-ability” of Presto-Grip Heels. 





Try a pair on your own shoes. 


. Tell us size and color required 
potoilem please. No charge, of course. 





Vanufacturers . . . } oe LOUIS 
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“The Lady in Red” 


“High heels for dress wear, Wedgies 
for casual wear” captions the promo- 
tion of Spring shoes in the window of 
the Simco Shoe Store, Fulton Street, 
Brooklyn, New York. 

The window is about equally di- 
vided between high heels and wedgies 
—mostly in dark colors, at present. 
But as if prophetic of things to come, 
two pairs of bright red high heel 
pumps are placed in the window. Each 
pair is matched with equally bright 
red gloves and handbag. And as if 
the contrast from the rest of the dis- 
play wasn’t enough to attract atten- 
tion, a small spotlight casts a reddish 
glow over each group. We said. 
“prophetic of things to come” because 
bright red is a color prominently men- 
tioned in summer footwear being 
merchandised in stores of the south- 
western states. 

* x * 


Be Careful! 


A remarkable series of X-Ray 
pictures showing the development of 
the bone structure in a child’s foot 
from the age of one month to six 
years was recently shown in the 
window of the Dr. Scholl’s Foot Com- 
fort Shop, 5th Avenue at 34th Street, 
New York City. 

The pictures revealed the develop- 
ment and lengthening of the foot from 
a mass of concentrated bone structure 
through gradual progressive stages to 
its delicate strong bridge-like con- 
struction. Pictures like these should 
be in the education of all who fit chil- 
dren’s feet for they reveal that it takes 
many years before the foot is fully 
developed. During these years great 
caution should be taken in fitting— 
not too short, not too long—not too 
narrow not too wide—sufficient sup- 
port to protect and guide the foot, not 
too much to confine its development. 


A Price Story 


There’s not much danger of a 
customer entering the Physical Cul- 
ture Shoe Store 20 West 39th Street, 
New York City, without knowing the 
price of the shoes, for you can’t miss 
the price in the window. 

Large oval price signs, 8 inches 
across and 16 inches high, are placed 


in each window. The price, white on 


black, covers the whole surface. But 








to make doubly sure the price is seen, 
a bright green Neon tube is used as 
a border decoration and attention 
getter around each sign. 

* _ * 


Shoes You Love to Touch 


Customers love to pick the shoes 
up off the displays in a shoe depart- 
ment and examine them. It is a nat- 
ural desire and should be encouraged 
because it sells shoes. 

However, with Spring in the offing, 
white shoes are once again in the 
picture. And with white shoes, we 
have the problem of dirty whites and 
the unprofitable necessity of selling 
handled and soiled merchandise at a 
reduction. 

In the basement women’s depart- 
ment of Abraham & Straus, Brooklyn 
department store, they have solved 
this problem very nicely. The white 
shoes on display are placed in cello- 
phane bags. You can see the shoes, 
pick them up, examine them, yet they 
always stay fresh and new. 

* * * 


Twice a Decade 


For the first time in five years, the 
shoe department of The Marston Com- 
pany, San Diego, California, held a 
sale of their featured line of men’s 
shoes. The only advertising done for 
the event was the sending of 1500 cir- 
cular letters to men who had pre- 
viously bought this brand of shoes 
from Marston. The sale was limited 
to a ten day period. According to 
buyer Otto C. Vaught, the reason for 
confining the sale announcement to 
regular patrons was that the store 
management was sure every man was 
a satisfied customer. Make him happy 
with a pair of good shoes at reduced 
prices and he is bound to tell his 
friends, was the opinion of buyer 
Vaught. And this is precisely just 
what did happen. Sales for the first 
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BEST IDEA OF THE WEEK 


SUCCESS FORMULA—PLEASING SALESMEN AND CUSTOMERS 
(Miller Shoe Store, Columbia, Mo.) 


O. P. Ideator—*“I understand, Mr. Helm, that you 
are having another banquet Saturday for the sales 
force this week. I don’t see how you can make any 
money if you are going to give free dinners to your 
employees.” 


George C. Helm—“Saturday is our biggest day and 
if sales on some particular Saturday equal or exceed 
figures stipulated for that day we give our entire sales 
force a banquet at the leading hotel and invite promi- 
nent shoe men as guest speakers. Naturally the stip- 
ulated sales figures are high and can be surpassed only 
at the season’s height. However, the sales force works 
hard to get at least twelve Banquet Saturdays. The 
idea was devised at one of our bi-weekly store meetings 
when store executives meet with employees to talk over 
business problems.” 


O. P. Ideator—‘“I can understand how your sales- 
men would like a free meal now and then, but how do 
they go about beating the stipulated figures?” 


Mr. Helm—“By extra action on the sales floor, by 
telephone, mail and personal contacts. Letters telling 
of new shipments or special styles are sent out at the 
store’s expense. Our only requirement as to telephon- 
ing is that salesmen call before noon since the house- 
wife may be resting or entertaining in the afternoon 
and resent telephone calls. We believe that this con- 
stant contact has the double effect of developing initi- 
ative in the salesperson and making the customer feel 
that we are taking a personal interest in his or her par- 
ticular shoe needs.” 


O. P. Ideator—“That’s a clever stunt, but tell me, 
as an exclusive shoe store in a college town, do you 
have any particular problems in pleasing both towns- 
people and students?” 


Mr. Helm—“It’s not such a difficult task as you 


might imagine. In the first place we are a general 
shoe store with specialty departments. A salesperson 
always remains in the front of the store to greet cus- 
tomers and introduce them to the executives if they are 
newcomers to the store. Then, in the boy’s department 
we have an aviator’s club. The first time a youngster 
buys a pair of shoes we give him data for a pilot's li- 
cense, entitling him to membership in the club. The 
succeeding purchase entitles him to a lieutenant’s com- 
mission and so on up the ladder. The little tots like 
us because we give balloons with each pair of chil- 
dren’s shoes purchased. Housewives like to buy from 
us because we are the only shoe store giving eagle 
stamps which can be taken out in trade or cash. On 
Tuesday, double eagle day, cash sales hop up fifteen to 
twenty per cent.” 


O. P. Ideator—“But you haven't told us about the 
students. How do you catch those 6000 potential cus- 
tomers?” 


Mr. Helm—*“Every Fall we display shoes in the 
fraternity and sorority houses of the three local col- 
leges, and accompany the displays with gifts of match 
folders and cigarettes. They also receive flowers with 
our compliments each September during rush week. 
We also keep our ear tuned to campus activities for 
special windows and store displays, and number some 
of the students among our sales force. 

“Columbia’s city hostess visits each newcomer in 
town and urges a visit to our store—a discount on the 
first pair bought well justifies the trip.” 


O. P. Ideator—“Now, I can see how you have suc- 
ceeded in promoting an all-round trade. Your motto— 
a warm greeting and courteous treatment plus service 
to all—is well exemplified in your approach to the 
public.” 














three days far exceeded the volume 
anticipated for the entire period. The 
total business done in the ten days 
of the sale reached a_ surprising 
amount. 

“Not just a few odd pairs of old 
style number, No sir!” read the letter 
sent to the customers. “Our idea is 
to offer you an unrestricted choice of 
our regular year-round stock.” In fact, 
“We've filled in our sizes and added 
to our stock, so that we may offer you 
the greatest selection we've ever shown 
. . at a reduction we’ve never before 
made. 

“Remember your last pair? Know 
what you paid for them? Then glance 
at the enclosed style sheet and figure 
the saving. You are certain to want 
several pairs during this limited-time 
offer.” 

As for the date of the next sale 
event of these shoes, “Well in about 
another five years or so,” surmised 
_ Mr. Vaught. 


The Old and the New 


Charles R. Strange, the dean of 
Binghamton, New York, shoe retailers, 
has a very interesting and instructive 
display in the window of his shoe 
store of early editions of famous make 
shoes. Some of these fifty-year-old 


‘ models—most of which are in perfect 


shape—are prototypes of lines which 
Mr. Strange carries on his shelves to- 
day. The lines may be the same, but 
there sure has been a change in styles 
from the high-topped and buttoned- 
booted shoes of yesteryear—and what 
a saving in shoe leather there is today. 


x x” * 


The Month of May 


May is the first big outdoor month. 
The sports season really begins and 
people begin to live out of doors. 
Sports shoes, casuals and white shoes 
are in the spotlight. 

May 4-11—National Golf Week. A 


golfer’s game is only as good as his 
feet. 

May 11—New York World’s Fair 
opens. All who attended last year 
need no advice to return well shod in 
comfortable footwear. 

May 12—Mother’s Day. And a time 
for an appropriate gift of comfortable 
street shoes. 

May 15—Straw Hat Day. And the 
day when brown and whites and black 
and whites are appropriate for busi- 
ness. 

May 25-June 1—National Tennis 
Week. A buying public thinks of 
canvas footwear. 

May 30—Memorial Day. The holi- 
day of the month and a long “casual” 
week-end for some. 

The month ends with a suggestion 
to give a thought to the breadwinner 
of the family. June 16 is Father's 
Day and an appropriate window dis- 
play may arouse gift ideas to some- 
body else. 
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ENTER. 


For More 


GIVE a novelty time enough, and it will shake itself 
down to a basic pattern. It will, then, either become a 
standard style, or you will see its very definite effect on 
standard shoes. Sometimes it takes a new construction, 
sometimes a new leather to affect this, but more often it 
is the result of a need for a promotional shoe. 

We've seen wedges applied to men’s shoes with vary- 
ing success; we know that run-arounds and mudguards 
have made a real place for themselves in men’s patterns, 
but both left something to be desired. But, now comes 
a really attractive platform type of shoe, soon to be 
promoted by a leading New York department store, 
known for its ability to scent promotional possibilities 
in an item miles away, and one whose record of pick- 
ing winners is indeed a good one. 

The shoe, as we saw it in samples, was fundamen- 
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THE PLATFORM 


Maseuline Casual Shoes 


Illustrated—The platform shoe as developed by 

Conrad Shoe Company, featuring felt for its plat- 

form and made from John R. Evans’ Brogandi 
grained kid. 


tally a good one. It is made on two very good pat- 
terns—the classic four-eyelet blucher and the seamless 
V-throat peasant type, both over good full toes, and 
made of soft, pliable grained kid leather. It features a 
felt platform which is covered with leather and uses 
leather and thin crepe for soles. Of the two, at this 
stage of development, the crepe is very much more satis- 
factory, since it is decidedly more flexible. 

This shoe may be the practical answer to the cry for 
a casual shoe of less radical design than wedges, or 
the heavy gum soles. 
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GAC 
TELESCOPIC 
EYELETS 


On all types of athletic shoes 
where maximum eyelet-row 
strength is needed, U/C 


TELESCOPIC EYELETS meet the 
CROSS SECTION DIAGRAM 


2 requirements of rugged usage. SHOWING STRENGTH OF SETTING 
}' _ In design and construction they eee ee es 
| Have no equal for strength uh ea! 


and quality. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Eugene Rivers to Succeed Tim Murphy 


TIMOTHY E. MURPHY 


BosToON—The Green Shoe Mfg. Co. 
has announced that following the re- 
tirement, June 1, of Timothy E. 
Murphy, dean of traveling shoe sales- 
men, his duties will be assumed by 
Eugene N. Rivers. 

“Tim,” as he is known throughout the 
country to thousands of shoe travelers 
and retailers, thus concludes a 62-year 
association with the shoe business, a 
term of active service believed to estab- 
lish a record among traveling men in 
this industry. 

For the past 15 years he has rep- 
resented The Green Shoe Mfg. Co. of 
Boston, carrying their Stride-Rite and 
Junior Arch Preserver shoes for chil- 
dren in New York, Pennsylvania, and 
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EUGENE N. RIVERS 


West Virginia. Prior to that he trav- 
eled a great many years for the once 
famous Watson Shoe Co. of Lynn. 
Active and hearty at 75, Tim expects 
to devote his time to his several hobbies, 
among them baseball which he has fol- 
lowed with intense interest all his life. 
Eugene N. Rivers, who takes over 
also is widely known in the industry, 
having represented well known nianu- 
facturers in the territory for the last 
20 years. Recently with the Bates 
Shoe Co., and prior to that with the 
Brockton Co-Operative Boot and Shoe 
Co., Mr. Rivers brings to his new posi- 
tion a sound and useful knowledge of 
styling and retail promotion which will 
prove valuable to his new customers. 





Make Play Shoes Plus Shoes 


[CONTINUED FROM PAGE 27] 


right for the big store; they can afford 
it.” Yet we know bigger stores install 
seasonal decorations for the same rea- 
son a small store should do it—BE- 
CAUSE IT PAYS. It is really surpris- 
ing how much easier it is to sell 
merchandise in the proper atmosphere. 
It helps to keep salespeople up on their 
toes. It makes the shoes seem more in- 
viting. The customer reacts to the atii- 
tude, appearance and atmosphere com- 
bined—and sales are increased. 

One cool color combination is cool 
blue and white. Used in decorations, it 
combines splendidly with the greer. of 
artificial grass, or the sanded cloth 
“seashore,” and it’s a wonderfully effec- 
tive set-off for both white and colored 
shoes. 

And that brings us to the third very 
important, but sometimes neglected 
help to bigger sales—in-store displays. 
Be sure there are plenty of shoes shown 


in attractive settings that dramatize 
points of interest to the customer. More 
shoes properly displayed in the store 
means more shoes sold. 

In-store displays that emphasize in- 
teresting points about the shoes, par- 
ticularly such things as use or proper 
coordination, will not only gain the at- 
tention and interest of the customers, 
but will help salesmen to know the sell- 
ing points of the shoes better. One of 
these is a display that shows the right 
shoes with various Summer fabrics, the 
shoes being set on fabric-covered 
squares of plywood. A half yard of 
most materials will cover the top sur- 
face of two 14-in. plywood squares. 
Solid color shoes may be shown on 
striped or plaid material; or a plaid 
shoe with a plain weave; or any other 
of the correct combinations. 

Grouping the shoes in a series of 
“shops” emphasizes the several types 


of shoes effectively. In a small store, 
short canopies extended over the ledge, 
with an open-shelf display of the shoes 
in that section, are always effective. 

Be sure that whatever in-store dis- 
play you may make, the USE of the 
shoes is emphasized. Do not be content 
with merely setting the shoes out in 
sight. On a single pair of shoes, a small 
explanatory card may be used. And be 
sure that the customer can see dis- 
played shoes everywhere in the store. 
One way to show coordination between 
shoes and costume, is to cut a flat “pat- 
tern” of slacks or play suit (much like 
the paper dolls) of material, and at- 
tach it to a panel on which appropriate 
shoes are shown. 

Emphasizing the wardrobe idea will 
help extra sales, for example: 

“Try This Four-Shoe Wardrobe for 
a Big Week-End: 

“1. A white or brown oxford for golf- 
ing or hiking. 

“2. A spectator pump, for travel and 
watching the game. 

“3. An afternoon sandal, also good 
for informal evenings. 

“4. A pair (or perhaps two) of color- 
ful play shoes.” 

This theme can be enlarged upon by 
asking, “Are you partial to blue?” 
or yellow, or red, or green, and show- 
ing groups of four shoes that make up 
a week-end wardrobe in the various 
colors. 

The following headlines suggest fur- 
ther promotions: 

“Giddy sun - and - sand - and - street 
shoes.” 

“Play shoes for a gay Summer and 
and active one.” 

“A glorious Summer begins with the 
right shoes.” 

“Airily you go along!” 

“What’s your favorite fun?” 

“If you want to feel cool, you must 
look cool.” 

“Wear shoes that won’t hamper your 
happiness.” 

“Appropriateness is important to 
Summer shoe smartness.” 

“All-white, white with color, bright 
color—choose all three in Summe: 
shoes.” 

“Let’s 
smartly.” 

For the men’s shoes try: 

“Evenings, week-ends, or vacation— 
you'll look better and feel better in 
cool, colorful casuals.” 

“On your toes in smart play shoes.” 

“Weeks and weeks of week-ends 
ahead—pack up and go places.” 

“Cool carefree casuals, for recrea- 
tion plus relaxation.” 

“Casual footwear to complete the 
well-dressed man’s wardrobe.” 

“This Summer wear shoes that are 
really cool.” 

“Yours for a carefree Summer.” 

“Through well-planned, well-balanced 
promotions, you can help to remind the 
good people of your community that 

“There’s a difference between being 
CASUAL and being CARELESS.” 


be gay—but let’s § dress 
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Shoes for the Outdoor 


Season 
[CONTINUED FROM PAGE 20] 


polo games a silk dress, a sun hat and 
sport shoes of this type are almost 
uniform for the spectators in the boxes 
of the grandstand. The polo club is 
famous for the women’s team who hold 
international records. These women 
wear magnificent boots and all of the 
gear for their horses is of the finest 
type. Numerous parties are given in 
this beautiful clubhouse and the Annual 
Caleutta dinner given in honor of the 
winners of the big tournament brings 
out a group of the smartest dressed 
women and men. High fashion clothes 
show well against the plain knotty pine 
walls of the clubhouse and fashionably 
shod feet peep from under the many 
eustom frocks. Jewels flash, and furs 
for the cool California evenings are of 
the smartest. 

There are many who daily play bad- 
minton; it is the top sport in the town 
at the present moment. Talk is sure 
to include some new dark horse. The 
men wear slacks, soft shirts and odd 
jackets, the women play suits, cotton 
dresses or any sports types. Slacks are 
noticeably absent from most smart 
gatherings; they are worn only for 
actual working use in the town and are 
never seen on the street. For sailing, 
they are combined with rubber-soled or 
rope-soled shoes of the newest type. 

While Santa Barbara is a town of 
traditional costuming, one is always 
looking for the newest and most inter- 
esting things to buy. The smart local 
stores are always one jump ahead of 
other stores across the country because 
the season starts earlier and lasts 
longer than in most of the other smart 
gathering places. 


The other day in the bar at the} 


Paseo I noted five men who represented 
“tops” in all of the sports indulged in 
in the town. One was a noted sports- 
man flier who jaunts all over Cali- 
fornia, in a leather jacket and slacks; 
another chap, a noted horseman, was 
wearing a moccasin pump of ultra 
smart cut. Another a pair of black and 
white saddle shoes, and on the other 
end of the bar a noted socialite swim- 
mer was munching his sandwich and 
beer in a slack costume and a pair of 
moccasins that will set a style surely; 
they were of Indian origin, made of 
soft buckskin and laced high over the 
instep. Another well-known owner of 
the famous California “Golden Horses,” 
the Palaminos, was wearing a magnifi- 
cent pair of hand tooled boots in brown 
leather. With this a short denim jacket 
and blue jeans. All of the costumes 
Were very interesting in a fashion way, 
but worn by the men not for fashion 
but for comfort and use. 

Most of the women favor the flat- 
heeled, or wedge-soled shoes; high heels 
are out for it is a town where every- 
one walks a lot, shops in the closely 
put together section and carries one’s 

[TURN TO PAGE 49, PLEASE] 


BUSTER BROWN _ ji. «ice 


with Health 
...the shoe 


. the shoe with Style 
with 


the new 6-Point 


FITTING PLAN 








It uses no radically new fitting prin- 
ciples. However, its dramatic organ- 
ization of the best accepted fitting 
principles is rapidly gaining the ac- 
ceptance of mothers as the modern 
way to fit young feet. 

In addition, the plan brings new 
sales appeal and meaning to the many 
health features Buster Brown has 
made famous during the past 36 years. 


A dramatic fitting plan that sells mothers 
— Buster Brown retailers tell us the new 
6-Point Fitting Plan makes their fitting sim- 
pler, their selling easier and their profit greater! 


The 6-Point Fitting Plan is nationally 
advertised and complete tie-in mate- 
rials are available to Buster Brown 
retailers without charge. For com- 
plete details write 


Secon. Shoe Gompany 


Manufacturers .. . St. Louis 


Also makers of Buster Brown Official Boy Scout and 
Official Girl Scout Shoes 





FLEXIBLE 
DEL-MAC CON- 
STRUCTION 


4 OPEN TOE 


Buster Brown Shoes take their style direc- 
tion from the latest trends in adult footwear. 

This has always been one of the secrets 
of their popularity with children. 








Such style features as these sell children, too 


COVERED 
HEEL 


2 ELASTICIZED PANEL 


TEN IRON SOLE, LIGHT 
APPEARANCE WITH PLENTY 
OF WEAR 


The light-weight appearance, the open 
toe, the elasticized panel, and the covered 
heel in the shoe illustrated, make it im- 
portant for summer stock. 





BUSTER BROWN SHOES 


FOR BOYS 


AND GIRLS OF ALL AGES 





In the corset business TWINLASTIQUE 
invests foundation garments with 
quolity value that women the coun- 
try over acclaim and demand—and 
to which they were educated 
through more than a million dollars 
worth of national advertising. 

In the shoe business TWINLASTIQUE 
stands ready to invest your footwear 
with the same quality valve and to 
share its million dollar reputation 
with your aan ite 


8 « backing fabric. 


woRiAS'S 


wn 


and_a basis for its beauty. Its lush 
and lavish patterns give it surpassing 
distinction as a surface fabric. 


TWINLASTIQUE is a thorcugh-going 
scientific product, from the spinning 
of the thread to the dyeing of the 
fabric. The production of Twin- 
lastique is entrusted only to our 
own mills to guarantee its unvary- 


ing quality. 


TWINLASTIQUE can impart to your 
shoes all these virtues that have 


a ¢ Foundations, Inc. 
yt E¢ NEW YORK 


‘Ov £27.85 7 


FAS 
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SHOE TRADE 


National News 





Southwest Travelers Plan Annual Show 





Association Working to Make Fourth Annual Show Biggest 
Ever—Early Response Indicates Record Attendance 
of Merchants and Buyers on June 2-5 


DALLAS, TEXAS— The Southwestern 
Shoe Travelers Association are rapidly 
forwarding plans for their Fourth An- 
nual Fall Style Show to be held at the 
Adolphus hotel, here, on June 2, 3, 4 
and 5. 

The Southwestern Shoe Travelers 
have been holding annual conventions 
and sponsoring shoe shows for a num- 
ber of years. Their annual conventions 
held jointly with the Texas-Oklahoma 
Retailers have grown to be one of the 
outstanding shoe conventions of the 
Southwest. These annual conventions 
usually bring merchants and buyers 
from all states throughout the South- 
west and are known from coast to 
coast as one of the largest shoe con- 
ventions held in the United States. 

During the past three years the 

Southwestern Shoe Travelers have been 
promoting and holding the Southwest 
Fall Style Shoe Show at the Adolphus 
Hotel during the latter part of May. 
These shows have been fast becoming 
the outstanding feature of the South- 
western Shoe Travelers Association. In 
fact, they are now the largest individ- 
wal feature of the association. There 
Were 164 lines displayed during this 
show in 1939. This year they are ex- 
pecting a much larger and a far more 
successful show from every standpoint, 
due to the fact the show will be adver- 
‘tised and publicized in a far more ex- 
tensive way. They expect to have at 
least 200 sample lines displayed and a 
Much larger attendance of merchants 
and buyers. 

Under special contract with the 
Adolphus Hotel the association will 

ve complete charge of all sample 


room assignments during the four-day 
show. Also under this special arrange- 
ment with the hotel, they have leased 
many of their suites and rooms that 
heretofore have not been permitted for 
sample room displays. This will en- 
able the committee to assign rooms to 
the exhibitors large enough for them 
to properly display their samples. Shoes 
offered will represent all leading lines 
from Maine to California, including 
men’s, women’s and children’s shoes, 
as well as hosiery, bags, accessories, 
and store equipment. 

Representation of lines at the show 
will be as nearly complete as it is pos- 
sible to make in such a show. Shoes 
will be featured especially for their 
adaptability to the South and South- 
west. 

Entertainment features will be the 
most outstanding since these shows 
were started. The outstanding social 
feature of this show will be a buffet 
dinner-dance in the grand ballroom of 
the Adolphus Hotel, Monday night, 
June 3, free to all merchants, buyers, 
and traveling shoe salesmen. 

The Southwestern Shoe Travelers 
was organized at the Southland Hotel, 
Dallas, Texas, Feb. 12, 1913, with fif- 
teen shoe travelers forming the group. 
Four of these charter members are 
dead, eleven living and seven are still 
members of the Southwestern Shoe 
Travelers Association. P. A. Ritter, 
who is still living (retired) was elected 
first president; A. S. Katz (deceased), 
vice-president, both serving for a pe- 
riod of two years; and B. McWhirter, 
serving as secretary-treasurer for four- 

[TURN TO PAGE 40, PLEASE] 


Shoe and Leather Group Plans 
Annual Golf Tournament 


HAGERSTOWN, Mp. — The Central 
Pennsylvania Shoe & Leather Associa- 
tion, here, are making plans for their 
annual golf tournament to be held at 
the Lancaster Country Club on Friday, 
June 21. 

Galen P. Horner, of the Lancaster 
Shoe Co., Elizabethtown, Pa., was ap- 
pointed general chairman of the tour- 
nament by H. E. Snayberger, president 
of the group. Mr. Horner has desig- 
nated the following committees to aid 
him in providing a gala occasion for 
the shoe men for this affair: 

Prize committee: Harry Rohrbach, 
John Hungler and James H. Murrow. 

Banquet committee: John K. Kerr, 
Joseph Bradley and Grant Gerberich. 

Golf and games committee: Ralph 
Jennings, Frank Payne, Al Burnett 
and Andrew Schwartz. 

For those who do not play golf, there 
will be other games and events planned 
so that everyone will enjoy himself 
thoroughly during the day. Following 
the day’s sports a banquet will wind 
up the evening, during which enter- 
tainment will be provided. 


Hardy Addresses Sales Group 


Detroit, MicH.—Frank D. Hardy, 
buyer and department manager of 
R. H. Fyfe and Company, addressed a 
group of about 200 at a luncheon spon- 
sored by the National Salesman’s 
Training Association at the Hotel Book- 
Cadillac, Saturday noon, April 27. Mr. 
Hardy spoke on salesmanship from the 
shoeman’s viewpoint. Other speakers 
at the luncheon were Merrit D. Hill, 
general sales manager of United Mo- 
tors, Inc.; Lee Cosart, sales manager 
for the Plymouth Motor Car Co., and 
Gordon Kingsbury, advertising man- 
ager at Wayne University. J. Ray 
King, a student member, was chairman 
of the arrangement committee. 
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Southwest Travelers Plan : 


Annual Show 
[CONTINUED FROM PAGE 39] 


teen years W. T. Mitchell was elected 
to succeed him and has served as sec- 
retary and treasurer thirteen years 
and was reelected as executive secre- 
tary and business manager for the 
year 1940. 

During the fourteen years that B. 
McWhirter was secretary-treasurer, the 
organization grew from the fifteen 
charter members in 1913 to 185 mem- 
bers at the close of 1926, and has steadi- 
ly grown from year to year for the 
past thirteen years to a membership 
of 348 in 1939. The Southwestern Shoe 
Travelers is the largest unit of the 
National Shoe Travelers Association. 

All shoe merchants, buyers, and tra- 
veling salesmen are most cordially in- 
vited to attend this Southwest Fall 
Style Shoe Show. Headquarters for the 
show has been established in the Adol- 
phus Hotel, Dallas. Information may 
be had from D. W. Carlton, sales man- 
ager, Adolphus Hotel, Dallas, Texas. 


Back on the Shoe Road 


Cuicaco, Int.—Clarke Legg, member 
of the Chicago Shoe Travelers’ Asso- 
ciation, has returned to his first love, 
the shoe business. He is now traveling 
four Mid-western states for the Good- 
year Footwear Corporation. 


BOOT ann SHOE RECORDER, May 4, 1940 


Boston Golf Tourney on First Day of Fair 


After discussing plans for the 1940 tournament, members of the Boston Boot and 
Shoe Club 1940 Golf Tournament Committee posed for their pictures. Seated 
(left to right) are W. C. Connolly, and co-Chairman Louis H. Salvage and F. C. 
Donovan. Standing (left to right) are Maxwell Field, Gordon Scott, William M. 


Slattery, John 


Boston, Mass.—For years a golf 
tournament has been one of the suc- 
cessful entertainment features of the 
Boston Shoe Fair. This year will be no 
exception, as the Boston Boot and Shoe 
Club, which has sponsored this event 
in recent years, has again decided to 
hold the tournament on June 10, the 
opening day of the Fair. Also, as in 
the past, guests will include visiting 
shoe buyers, manufacturers, tanners, 
and members of the allied trades and, 
although plans are not yet complete, 
it is certain there will be an array of 
handsome prizes for low scorers in each 
of these divisions. 

All members of the trade are cor- 
dially invited to participate in the tour- 
nament, The usual green fees will 
apply. A complimentary buffet lunch 
will be served from 11 A. M., until late 
in the afternoon. Whether a golfer or 
a non-golfer, everyone who attends the 
Boston Shoe Fair next June should 
plan to take in this golf tournament. 

The tournament will be managed by 
a special committee of the club under 
the able co-chairmanship of Frank C. 
Donovan, of the F. C. Donovan 
Leather Co., Boston, and Louis H. 
Salvage, New Hampshire Shoe man- 
ufacturer. Other members of the 
committee are: Fred Ahern, Bliss & 
Company; W. C. Connolly, Leas & 
McVitty; John E. Daniels, John E. 
Daniels Leather Co.; William E. Doyle, 
Doyle Shoe Company; James T. Gorm- 
ley, Day-Gormley Leather Co.; A. D. 
Knight, Shoe and Leather Reporter; 
Samuel M. Langer, Langer-Lippman 
Company; Marcus McWeeney, Kennedy 
Stores; John F. Murphy, Ohio Leather 
Corporation; Gordon Scott, Boor AND 
SHoe Recorper; Francis Shea, Barbour 
Welting Co.; William M. Slattery, 
Slattery Bros., Inc.; Eugene L. Wyman, 
United States Leather Co.; and Max- 
well Field, secretary, Boston Boot and 
Shoe Club. 

Publicity Committee: Marcus Mc- 


E. Daniels, John F. Murphy and Marcus McWeeney. 


Weeney, chairman; Fred Ahern, A. D. 
Knight, J. C. Nicodemus, Gordon Scott, 
and Maxwell Field. 

Registration Committee: W. C. Con- 
nolly, chairman; Fred Ahern, Bill Lar- 
kin and Francis Shea. 


N. Y. Manufacturers Prepare 
For Openings May 6-8 

New York—Preparations for their 
Formal Openings scheduled for May 
6, 7 and 8, occupied the center of the 
stage in the local shoe industry during 
this past week. Plans for the entertain- 
ment of an unprecedented number of 
visiting buyers were being formulated 
by the officers of the Shoe Manufactur- 
ers’ Board of Trade of New York, spon- 
sors of the showing. 

Showings of lines of the Board of 
Trade members tend to center around 
Herald Square, at 34th Street and 
Broadway, the Marbridge Building or 
the Hotel McAlpin being designated by 
the majority as the location of their 
sample-rooms for the showing. How- 
ever, several concerns are meeting their 
buyers at their factory showrooms. 

Members of the Shoe Manufacturers 
Board of Trade and where they will 
show is as follows: Beker & Friedman 
Shoe Co., Inc., Marbridge Bldg., Room 
646; M. Cohen & Sons Shoes, Inc., Hotel 
McAlpin, Rooms 418-420; Delman, Inc., 
345 Hudson Street, New York City; 
Andrew Geller Shoe Mfg. Co., Inc., 735 
Lorimer Street, Brooklyn, N. Y.; Gross- 
man Shoes, Inc., Hotel McAlpin, Rooms 
802-804; Martin Weinstein Shoe (o., 
Marbridge Bldg., Room 909; Pincus & 
Tobias, Inc., 721 Broadway, New York 
City; Schwartz & Benjamin, Inc., Hotel 
McAlpin, Rooms 1190-1191; Seymour 
Troy, Inc., 200 Varick Street, New York 
City; M. Wolf’s Sons, Inc., Marbridge 
Bldg., Room 812; and Mackey-Starr, 
Inc., Hotel McAlpin, Rooms 1395-1597. 
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SADDLE 
OXFORDS 


BLUCHER 


MAKERS OF 
GROWING GIRLS AND 
WOMEN’S SPORT OXFORDS 





a $2.00 
m Retailers 


2 LASTS 
2 PATTERNS 
2 WIDTHS 


NET F.0.5. BOSTON 


VARNEY SHOE 


MANUFACTURING CO. 


LYNN, MASSACHUSETTS 


IN 
STOCK 


READY TO SHIP TODAY 


White and Brown Saddle 
Oxfords 


Blucher and Bal Patterns 
Exactly as Pictures 


Goodyear Stitched Construc- 


tion 


White Elk Vamp and Quarter 
with Brown Smooth Leather 
Saddles 


Pressed Edges 


15 Iron Edge on Red Gum 
Composition Speckled Soles 


6/8 Red Spring Heels to Match 
Fully Lined 
B and C Widths 

Packed In 18 pair cases 


Size Runs — 312-7, 342-8, 
4-8, 4-9, 5-9. 


WRITE OR WIRE 
REQUIREMENTS 











Glorifying the Shoe Box 


[CONTINUED FROM PAGE 30] 


That was all very well for the store 
as a whole, but what about the shoe de- 
partment? Capital has been made of 
almost every phase of shoe retailing, 
except the shoe boxes, which the cus- 
tomer sees every time she opens her 
closet. Why not use the shoe box itself 
as the basis of a promotion? 

So Harry Rodman, art director of 
Lord & Taylor’s advertising depart- 
ment, worked out a striking box in dark 
green, with a single full blown rose on 
the cover, to take the place of the grey 
and white dotted boxes which had been 
in use. 

Gertrude Lawrence, star of “Sky- 
lark,” posed for photographs with the 
new boxes, and this formed the basis 
of a publicity release. The next step 
was to present the idea to those people 
who were in a position to form and in- 
fluence customer opinion. So, one day, 
approximately 80 women engaged in 
fashion work in New York—fashion 
Writers, stylists, etc——received by spe- 
cial messenger an atiractive green and 
Tose box, containing a single rose, a 
picture of Gertrude Lawrence sur- 
rounded by similar boxes and a note 
saying that this was the new Lord & 
Taylor shoe box. 

Next, about 1500 of the store’s best 
customers received boxes containing the 
Picture of Gertrude Lawrence and a 


card telling them that this was the new 
shoe box being used by Lord & Taylor. 
The idea here was that these customers 
would use the boxes to store some of 
their belongings, and that the box 
would act as a constant reminder of 
Lord & Taylor, and particularly of 
Lord & Taylor’s shoe department. 

An ad was inserted in the New York 
Times, repeating the photograph of 
Gertrude Lawrence surrounded by the 
boxes. “Gertrude Lawrence loves her 
new Lord & Taylor shoe boxes! AND 
SO WILL YOU,” read the copy. 

A window display built around the 
new shoe box was installed, and to 
quote Mr. Walton, “the response was 
terrific.” Customers were intrigued by 
the green and rose color scheme, and 
many came into the department on the 
strength of the window display. Boxes 
were placed at strategic points in the 
department, so that they could be ex- 
amined more closely by customers. 

Mr. Walton has used a novel idea in 
presenting these boxes. Knowing that 
most customers object to carrying home 
a box which is marked with stock and 
size number, he has had cards made to 
fit the end of the box, and has taped 
them on with strips of gummed cello- 
phane. All pertinent information, such 
as size, stock number and description, 
is placed on the card, and provision has 
been made for the name and address of 
the purchaser, so that unit control may 
be maintained and so the department 
may have a record of its customers to 


be used for direct mail. When the cus- 
tomer purchases the shoes, the card is 
filled out and detached, so that the cus- 
tomer has an attractive box to take 
home, unmarred by any stampings. 

Cord to match the box is being 
ordered, and will be tied in such a man- 
ner that the customer can carry her 
shoes home with no additional wrap- 
ping. 

The idea behind this promotion is a 
clever one, and subtle as well. The box 
is distinctive; therefore, it can mean 
to the beholder only one thing—Lord 
& Taylor’s shoe department. The box 
is attractive; therefore the customer 
will be more likely to keep it than to 
throw it away—and more likely to keep 
it than if it were nothing unusual. The 
box, therefore, will remain in the cus- 
tomer’s possession, and its silent mes- 
sage of Lord & Taylor’s shoe depart- 
ment will remain in her consciousness, 
long after her actual visit to the de- 
partment, long enough so that she will 
consider Lord & Taylor’s shoe depart- 
ment the next time she is in the market 
for shoes. 

Clever? We thinks so. And decidedly 
good promotion. 


Opens Chicago Salesroom 


Cuicaco, ILnt.—Leo Porges, repre- 
senting Red Cross shoes in the Chicago 
territory, has opened an office and 
sample room in the Lytton Building. 
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Thee BROOKMIRE 
ECONOMIC SERVICE 


Descriptive booklet of Brookmire 
Services and sample Bulletins on 
investment, business and economic 
subjects will be mailed on request. 
wir Kindly address Department 39 
é 
an R be 0 bh M IRE 
Economic con brs 
ye ee ist: - ded 1904 


Counselors 551 Fifth Ave.. New York 


Investment 




















You Are The Judge ... 


Materials, workmanship, style and mark-up rest upon your 
own judgment when you buy and offer UNBRANDED 
shoes to your customer. 

And your shoes cannot be bought anywhere else than in 
your own store that your customer knows about. 
These are the most valuable assets of your business. 
To back it up, the merchandise MUST be right. 
know this, and in offering you 


Ephrata's UNBRANDED welts and prewelts 
for Children and Misses’ 


We must produce the best in their grades, or we don’t get 
your business or hold it. 


So, look them over. Send for our catalogue of 
SHOES CARRIED IN-STOCK. 


—==EPHRATA SHOE CO., Inc.— 


EPHRATA PENNSYLVANIA 








Chain Store Efficiency 


we records are made available 


to independent retailers in the 





Recorder’s Stock Record System 
Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, II. 

















Chicago Travelers Hold 
Successful Dance 


Cuicaco, ILt.—A crowd of well over 
300 enjoyed an evening of dancing and 
other entertainment April 24 on the 
occasion of the first annual dance given 
by the Shoe Travelers Association of 
Chicago in the Mural Room at the 
Morrison hotel. Members of the as- 
sociation, local shoe buyers and shoe 
retailers, other members of the trade 
and their friends attended. Part of the 
entertainment was provided by Jo Anne 
Hubbard, pretty and talented daughter 
of Billy Hubbard, one of the members. 
She is just beginning her career as a 
professional singer. The two prizes 
offered, both portable radios, were won 
by Harry Stamm and Leo Porges. 
Profits accrued from the dance will be 
used as the nucleus of a fund for the 
benefit of needy members of the Shoe 
Travelers Association. 


The Wedge Shoe Gets Its Bag 


Designed to carry with the wedge-heeled shoe, this wedge bag—in washable white 

kid combined with red ca the same trimming treatment of contrast- 

ing strips of color as in the shoe heel. Friedman & Shanborn, Inc., is making this 

bag in 46 different combinations to co-ordinate in shoes. Wedge-heeled shoes in 
red and white are from James McCreery & Co., New York. 


Retailers Cooperate on 
Sales and Promotions 


OwENSRORO, Ky.—The Shoe Retailers 
Division of the Owensboro Chamber of 








Commerce united in prolonging the 
Spring selling season by pledging them- 
selves not to reduce prices until April 
22. According to George T. Dermody, 
shoe buyer for McAtee, Lyddane & Ray, 
here, and president of the shoe group, 


this has turned out very successfully. 

The shoe men held their initial show- 
ing and city-wide promotion of white 
footwear on Thursday, May 2. News- 
paper ads announced the opening and 
all shoe and department stores cooper- 


ated in the joint white footwear show- 
ing. “By this united effort and splendid 
cooperative spirit,” Mr. Dermody states, 
“it has been proven to be most effective 
in creating consumer interest and s‘im- 
ulating the shoe business.” 
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When to Take Markdowns 


Rocuester, N. Y.—When should shoe retailers take 
markdowns in trying to keep their losses at a mini- 
mum? 

Whenever they make up their minds that a certain 
style of shoe is a slow seller, that is the time—as soon 
as it is identified. 

If you have a stock of style shoes which have not 
been moving on schedule because of unseasonable 
weather—such as this Spring has brought—markdowns 
now will bring smaller losses than in July. 

If your inventory is $16,000 when it should be 
$12,000, now is the time to make a start toward re- 
ducing it. 

These are some of the conclusions at a conference of 
Rochester shoe retailers at Hotel Seneca, Monday eve- 
ning, April 22. Leonard Weidenmiller, head of the 
shoe department of the National Clothing Company, 
was chairman; O. K. Johnson and Ira Berman, mer- 
chandising authorities, led discussions. 

It was agreed that no general rule applies to all 
classes of shoe stores, but the question was asked: 
“How much should shoes be marked down now, pro- 
vided it seems wise to do so?” 

“To a price that will sell them,” said Harry H. 
Phelan. 

“It depends upon the merchandise,” declared John 
Schmanke. 

“It must be enough to make people say, ‘that is a 
bargain,” declared Mr. Johnson. 

He said that end-of-the-month clearance is largely 
discredited throughout the country because departments 
cannot produce merchandise of real price interest so 
often. Then, too, there is the disastrous effect of too 
frequent “sales.” 

But as soon as a fashion peak is found, markdowns 
should begin, though it may be without promotional 
emphasis if it is at a time which should be a good 
selling season. 

Mr. Weidenmiller said that when a shoe is discov- 
ered to be a slow mover, a good way to get rid of it 
is to reduce its price, putting it in with a popular line 
that is next lower, making it unnecessary to buy more 
of the latter until the less popular line is sold out. 

Considering methods used in selling, Mr. Berman 
said a salesman is trying to save time when he asks, 
“what color did you have in mind?” There is a simi- 
lar purpose when he suggests a color. 

But when different colors are brought out, the cus- 
tomer is enabled to consider them before a decision. He 
said, unless a customer tells what he wants at the start, 
two or three colors and styles should be shown. 

Mr. Weidenmiller suggested that the salesman in- 
quire, “what kind of clothes were you to wear with 
them?” This carries the implication that the salesman 
knows the kind of shoe—and color—in harmony with 
a costume. 











THOUSANDS 


Sing the Praises of 


““STAZON 
WHITE” 


The White Dressing 
That ReallyStays ON! 


You can recommend it for many uses and 
many reasons. It is high quality—easy to 
use—gives lasting satisfaction—and 


For Its Recommended Purposes 


Nothing Equals 
“STAZON WHITE” 


*% Smooth White Leathers 


(Especially for those which are 
scuffed or badly soiled) 


* Sport Shoes 
% Children’s Shoes 


and other white shoes which 
get hard usage 


* White Belts and Handbags 
% Skating Shoes (roller or ice) 
* Golf Balls 


EVERETT & BARRON CO. 


PROVIDENCE, R. I. 
TORONTO, CANADA 


























Inner Soles and Counters 





“CAN INNERSOLES 
BUILD GOOD WILL?” 


INNERSOLES - COUNTERS - WELTING 
EDGAR S. KIEFER TANNING CO. 


Sales: Chicago, 223 W. Lake St. Boston, 42 Lincoln St. 
TANNERIES AT GRAND RAPIDS, MICHIGAN 


Mexican Huaraches 








Fashion Group Gets 


Facts on Nylon 


New YorK—At a recent luncheon of 
the hosiery section of the Fashion 
Group, Inc., authentic information re- 
garding Nylon hosiery was given by 
leading authorities on the subject. Un- 
der the chairmanship of Miss Grace 
Marie Jones, new chairman of the di- 
vision, the meeting heard from two 
spokesmen for the Nylon Division of 
E. I. du Pont de Nemours & Co.; from 
Earl Constantine, president of the Na- 
tional Association of Hosiery Manu- 
facturers; Irving K. Hessburg, presi- 
dent of the Van Raalte Co., first com- 
pany invited by du Pont to experiment 
with Nylon yarn three years ago, and 
from John G. Wells, treasurer of Elea- 
nore Wells, Inc., Wilmington retailer, 
who took part in the test promotion 
last Fall. 
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Joyce Honored by Award 
In Design Contest 


New YorkK—William Joyce, Jr., of 
Pasadena, Calif., head of Joyce, Inc., 
who manufacture “Cool-ees” and other 
distinctive lines of leisure footwear, 
was one of four Americans to receive 
the annual American Design Awards 
of $1,000 each, sponsored by Lord & 
Taylor, New York, for initiative and 
creative effort in the field of industrial 
design. 


WILLIAM JOYCE, JR. 


The awards were announced at a 
luncheon at the Waldorf-Astoria Hotel 
Friday, April 26, and the presentations 
were made by Walter Hoving, presi- 
dent of Lord & Taylor. The principai 
speaker on the program was Robert M. 
Hutchins, president of the University 
of Chicago, who characterized the 
awards as a boon to individual initia- 
tive in the field of design creation. Rich- 
ardson Wright, editor of House & Gar- 
den, was another speaker. More than 
1,400 leaders in business and public 
life were present at the gathering. 

Mr. Joyce began his business career 
as a clerk in the National City Bank 
in New York. After seven years he 
went to Pasadena and opened a shoe 
store over a drug store, where he de- 
signed and manufactured shoes for 
leisure use. The type of footwear which 
he introduced filled a definite and grow- 
ing need which was immediately recog- 
nized, and his business, successful from 
the beginning, has had a steady growth. 

The awards were made by a jury 
composed of Mrs. Edna Woolman 
Chase, Prof. Georges F. Doriot, Mrs. 
Dorothy Draper, Wallace K. Harrison, 
Miss Dorothy Shaver, Mrs. Dorothy 
Wright Liebes, Howard Myers, Mrs. 
Helen Appleton Read, John W. Root, 
Mrs. Carmel Snow and Walter Hoving, 
subject to the following requirements: 
That each designer must be an Amer- 
ican citizen; that one or more designs 








FIRST STEPS 
ARE IMPORTANT... 
TO MOTHERS 


Because correct in- 
fant foot develop- 


correctly 
and fitted Baby 
8 


TO RETAILERS... 


Because the first 
step toward your 
share of this new 
market is to stock 
this specialized line 








by any winner must have been on the 
American market for the first time 
since 1939; that winners must have 
made their designs for consumers’ mar- 
ket; and that the work of each winner 
must, in the opinion of the jury, have 
definitely influenced the industry with 
which he or she is associated. 


New Additions to Douglas 
Road Staff 


BrROcKTON, Mass.—In line with the 
expansion program adopted by the 
W. L. Douglas Shoe Co., of this city, 
T. J. Callahan, sales manager, an- 
nounces the addition to the staff of 
four salesmen who will carry the new 
line of Douglas shoes for men. These 
men, all seasoned salesmen with a 
knowledge of styling and merchandis- 
ing, are: 

Edmond F. Lynch, who will cover 
southeastern Massachusetts, Rhode 
Island and Connecticut; Thomas Cones, 
whose territory is Alabama, Georgia 
and Florida; Charles Bowers, covering 
Nebraska, Iowa, North Dakota and 
South Dakota; and Russell Johnson, 
who is selling Douglas shoes through- 
out Wisconsin, Minnesota and upper 
Michigan. These men are now in their 
territories and their reports to the 
home office indicate an increasing ac- 
ceptance of this well-known line. 
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Hugh A. Gaensler Elected ; 
President of J. Edwards & Co. 


PHILADELPHIA, Pa.—At a meeting of 
the board of directors of J. Edwards 
& Co., manufacturer of juvenile shoes, 
of this city, held last week, the follow- 
ing officers were elected: President, 
Hugh A. Gaensler; first vice-president 
and treasurer, Joseph J. McBryan; vice- 
presidents, Robert Huffine and Arnold 
Bartschi; secretary, Geoffrey S. Smith. 

All of the officers have been identified 
with the company over periods of years. 
Mr. Gaensler, who has an extensive 
background of shoe manufacturing ex- 
perience, has been the active executive 
of the company for some time past, and 
his election to the presidency is simply 
confirmation of a position the duties of 
which he has already been performing. 

Mr. McBryan really began his shoe 
career with the company over 15 years 
ago. Naturally he is well acquainted 
with its policies, its traditions and its 
clientele, all of which he is qualified 
both by personality and experience to 
maintain and vigorously promote. 

Mr. Huffine, whose duties carry with 
them contact with the larger customers 
of the house, also has been a member 
of the organization for six or more 
years, and his fellow vice-president, HOTEL TSE 
Mr. Bartschi, dates his connection with PAR e 
the company from 1930. He will con- lines 
tinue his supervision of production as Over pa oy 
superintendant of the plant, bringing acm 
to it the skill and technique so vital in 
maintaining the quality and craftsman- 
ship that have always marked the Ed- 
wards production. 


Celebrates 65th Birthday 


HAVERHILL, MAss.—Ike Rosenbaum, 
sales manager of Joyce Shoe Company, 
manufacturers of women’s novelties, is 


Official hotels 


Thousands of 
shoe buyers 


celebrating his 65th birthday. Mr. Ros- ENGLAND SHOE 
ME LEATHER ASSN. 
a 


enbaum has been with Joyce Shoe Com- 
pany for the past five years. ’ 
He is well-known throughout the eS 
New York metropolitan district as well 
as in New England. He has been in 
several branches of the shoe business. 
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Opens Western Sample Room 


Los ANGELES, CALIF. — George D. 
Wheeler, Advance Woolskin Shoe Co.’s 
Western representative, has taken per- 
manent sample rooms at Hotel Lank- 
ershim. 


Retail Trade Board to 
Survey Shoe Return Evil 


Boston, Mass.—A city-wide survey 
of the returned merchandise evil as it 
applies to shoes is to be undertaken 
here soon by the Retail Trade Board 
of the Boston Chamber of Commerce in 
cooperation with the New England Shoe 
and Leather Association. The survey is 
to include individual reports of every 
returned shoe transaction at retail dur- 
ing the month of May, following which 
the reports will be analyzed and sent to 
the participating stores. 





SHOE 





It is emphasized by Daniel Bloom- 
field, manager of the Retail Trade 
Board, that while letters calling atten- 
tion to this survey are being sent only 
to members of the board, any store de- 
siring to cooperate can do so by send- 
ing a letter, or even telephoning him. 

The plan, as described in the letter 
to members of the Retail Trade Board, 
“is for each participating store to re- 
quire that a report blank be made out 
for each pair of shoes returned during 
the entire month of May. The blanks 
will be mailed daily to the Retail Trade 
Board office in special envelopes sup- 
plied with the blanks.” 

These blanks, signed with the name 


of the store and the date, cover many 
of the better-known reasons given by 
customers for returning shoes, and are 
provided with blank lines in which can 
be entered reasons other than those 
outlined on the blank. These usual rea- 
sons include wrong size (too narrow, 
too short, too wide, too long); poor fit 
because (a) of foot condition or (b) 
design or pattern; wrong color; wrong 
style; manufacturing defect; poor 
wear; late delivery, etc. In each case, 
furthermore, the store is asked to give 
the retail price of the shoe, its size and 
stock number and to state whether the 
returned shoes were, when returned, 
new or worn. 








St. Louis Jobs 





CURRENT 
CANCELLATIONS 
from St. Louis better factories 


Close-outs from St. Louis 
nationally advertised 
arch lines. Largest selec- 
tion of Men’s, Women’s 
and Children’s shoes. 


THE ONLY HOUSE 
OF ITS KIND IN ST. LOUIS 


While in town see Weil 


M. K. WEIL SHOE CO. 


1326 Washington Ave., St. Louis, Mo. 





Riding Shoes 











Makes Western Trip 


New York—Alfred Schlanger, rep- 
resenting J. Heilbrunn & Sons of Ro- 
chester, N. Y., for the past two years, 
is making a Western trip for the month 
of May, touching such spots as Albu- 
querque, Boulder Dam, Grand Canyon, 
Yellowstone National Park and other 
points of interest. With him will be his 
wife, who is celebrating their 15th an- 
niversary. Upon their return, Mr. 
Schlanger intends to carry on as here- 
tofore, representing his present firm in 
New York City. 


To Open Pattern Shop 


New York—Fred Ullman has an- 
nounced the opening of a pattern shop, 
in response to numerous requests from 
his clients. Fred J. Athing, well known 
as a pattern man of ability, will be in 
complete charge of this department. 


H. B. Warner Joins 
Bates Shoe Co. 


Wesster, Mass.—Harry B. Warner, 
who has had many years of experience 
in selling and detailing men’s shoes, 
recently became associated with the 
Bates Shoe Co., of this city, in an 


HARRY B. WARNER 


executive sales capacity, in which con- 
nection he will call on volume accounts 
in the territory bounded by Pittsburgh 
in the east and Denver in the west. 
The Bates Fall line of shoes for men, 
which went out May 1, is thus assured 
adequate representation in this big 
market. 

Francis Ryan, sales manager of the 
company, in announcing the appoint- 
ment of Mr. Warner, points out that 
“he is joining our organization at a 
time when we are able to plan on in- 
creased production, which enables us 
to maintain our quality and price lines 
in the face of increased material costs.” 


Godman Salesmen Meet 


CoLumMBus, OHnI0—Salesmen of The 
H. C. Godman Company met for their 
semi-annual sales conference with 
headquarters at the Seneca Hotel. 
Columbus, May 2 and 3. The new 
Fall line, complete in every detail, 
was presented and discussed during 
the two-day session, and the salesmen 
left in time to be on their territories 
soliciting Fall business Monday, May 6, 
with the exception of those covering 
the far western territories. 

Attention during the convention was 
focused on the following well-known 
brands featured by Godman: The 
Walkies line of Goodyear welt sport 
and walking shoes, built to retail in the 
$3 and $4 brackets; the Cruisers brand 
embracing a group of shoes styled to 
meet retail requirements for the 
dressier type of lightweight growing 
girls’ or young women’s low heel foot- 
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SANDALS 
Frolic 


IN STOCK 


WRITE TODAY FOR OUR CATALOG. 


. FLANNAESONG . 


HAVERHILL, MASS. 








wear in the $3 retail classification; the 
new line of Cushion Steps covering the 
field of both style and arch type foot- 
wear in the $3 classification, including 
a new division added to supply the de- 
mand for stylish arch types and out- 
size feet, made in two widths, E and 
EEE; the nurses’ shoe family, with a 
complete line of patterns in the $2 
retail groove; the Tarsal Tred brand 
consisting of a group of styles in the 
sport and walking shoe family plus 
style types and staple arch shoes, the 
great majority of this line being priced 
so that they may be profitably sold 
at $4. 


Move to Larger Quarters 


New York—-Advance Slipper Corp., 
with offices and showroom located for 
the past five years at 156 Duane Street, 
moved on May 1 to new and spacious 
quarters at 134 Duane Street. Added 
facilities in the new location will help 
in better service to their trade. Addi- 
tional lines of novelty slippers and 
children’s shoes are to be carried in 
stock at the new location. 


Opens Department 


CuicaGco, Int.—The Regal Shoe Co. 
has opened a modern men’s shoe de 
partment in the basement of Benson & 
Rixon Co., men’s clothiers and fur- 
nishers, here. 
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Obituaries 


Clarence H. Greeley 


HERSHEY, Pa.—Clarence H. Greeley, 
55, for the past eight years sales man- 
ager of the A. S. Kreider Shoe Com- 
pany, Annville, Pa., died last week at 
his home in Hershey after an illness of 
several months. 

Previous to his coming to A. S. Krei- 
der Shoe Company, Mr. Greeley was 
sales manager for Lunn & Sweet Co., 
Auburn, Me.; was connected with Dunn 
& McCarthy, Inc., Auburn, N. Y., and 
the H. C. Godman Company, Columbus, 
Ohio. 

He is survived by his widow, a 
daughter, two sons and a brother. 


L. D. Stickles 


Rep WING, Minn.—L. D. Stickles, 72, 
died at his home here, recently, after 
a lingering illness. Mr. Stickles had 
been in the shoe business for 52 years. 
He was manager of the Golden Rule 
Shoe Department in St. Paul for many 
years, going from there in 1904 to man- 
age the French, Finch & Henry jobbing 
business. In 1906 he went to Duluth, 
where he was secretary and manager 
of the Northern Shoe Company. In 
1915 he established the L. D. Stickles 
Shoe Company in Red Wing, operating 
now under the name of La Grange Shoe 
Co. At the time of his death he was 
connected with the Juvenile Shoe Corp. 
of St. Louis. He is survived by his 
widow; two daughters, Helen and 
Leila; four sons, George M., Milton J., 
Phillip L., and Douglas F.; one brother, 
George B., and eleven grandchildren. 


Albert G. Smith 


West HempstTeap, N. Y.—Albert G. 
Smith, 66, salesman for C. P. Ford & 
Co. of Rochester, N. Y., died at his 
home here, recently. Previous to his 
connection with C. P. Ford, Mr. Smith 
was with E. P. Reed & Co., and from 
1898 to 1906 was manager for one of 
the John Ward Shoe Stores in New 
York City. 

He was the son of John H. Smith, 
a harness maker in Hempstead. He en- 
tered the shoe business 50 years ago, 
and was a member of several of the 
trade organizations. 

He is survived by his widow, Mrs. 
Lina Rider Smith; one son, Robert L. 
Smith; three brothers, Leroy, Howard 
L. and Samuel P.; and two sisters, Mrs. 
Lina R. Hc“er and Mrs. Jennie Fedden. 


Roy E. Wilson 


Detroit, MicH.—Roy E. Wilson, sales 
representative of the G. W. Chese- 
borough Shoe Company, died April 22 
in Grace Hospital in his 41st year. He 
was a native of Woodstock, Ont., and 
had made his home in Detroit for 16 
years. He was formerly employed by 
the McBride Boot Shop. 


a . 
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What customer of yours would not 
be interested in the quickest, most 
convenient way to touch up white 
nappy leather and fabric shoes, 
without matting the nap or injur- 
ing the shoe materials? 


Every time you sell a pair of 
nappy white shoes you are well on 
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DRY SHOE CLEANER 
THE EASY WAY TO CLEAN NAPPY WHITE SHOES 


your way to one of those profit- 
able Buck Buffer sales that can put 
you dollars ahead this summer. 


Buck Buffer, each packed in a 
dustproof rubber envelope, re- 
tails for 25 cents and costs you 
$1.50 per dozen. Write today for 
your sample and complete details. 


THE EASY WAY TO EXTRA SUMMER SALES, TOO 


COMPANY 


BLVD., ST. LOUIS, MO. 
SO., HAMILTON, ONTARIO 





Surviving are his widow, Anna; his 
parents, Mr. and Mrs. James T. Wil- 
son, of Stratford, Ont., and a sister, 
Mrs. Bruce Keeling, of Toronto. 


Walter B. Poe 


LITTLE Rock, ARK.—Walter B. Poe, 
44, employed by shoe stores in Ar- 
kansas for many years, died Wednes- 
day, April 24, at his home, here. Dur- 
ing the last 16 years he was buyer for 
Kempner’s Shoe Store. He is survived 
by his widow; a son Harry Lee Poe; 
two sisters, Mrs. Ann Holtzman and 
Mrs. C. L. Hefner. He was a member of 
Pulaski Heights Masonic Lodge, a Scot- 


tish Rite Mason, a Shriner, and a mem- 
ber of the American Legion. 


Jerry Bennette 


DETROIT, MicH.—Jerry Bennette, 28 
years old, former Detroit sales repre- 
sentative of the Bond Shoe Company, 
died, recently, at Los Angeles, Calif. He 
was well known in the shoe field in this 
territory, in which he had been Bond 
Co.’s representative for three years, 
until his transfer to the Los Angeles 
territory. 

He is survived by his parents. Burial 
was at Brooklyn, N. Y., his former 
home. 








Store Fixtures 


HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 


Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears. Write for 
Catalog of Shoe Store Equipment now. 





HOWELL 





Wedding Bells for Traveler 


INDIANAPOLIS, IND.—Herbert H. 
Smeltzer, representing Tupper, Inc., in 
Ohio, Indiana, West Virginia, Kentucky 
and Michigan, was married, recently, 
to Miss Rebecca Bond Blackley of In- 
dianapolis. Mr. Smeltzer is the son of 
E. C. Smeltzer, who is well known 
among shoe men throughout the Middle 
West. The newlyweds are on an East- 
ern trip, and while in New York were 
the guests of Mr. and Mrs. Arthur 


Tupper. 


Square Toe Coming Back 
For Girls’ Shoes 


St. Louis, Mo. — The square toe, 
which enjoyed great popularity a few 
seasons ago, is on its way back into 
favor in growing girls’ shoes, accord- 
ing to C. W. Mathaison, stylist of the 
growing girls’ department of Interna- 
tional Shoe Company. He expects this 
treatment to continue for some time, 
and predicts a certain amount of in- 
terest in the raised toe for Fall. 

Novelty heels, such as the scooped 
out wedge, the curved heel, etc., should 
be good for Fall. Black, Conga brown, 
cordovan and blue are considered by 
Mr. Mathaison to be the best colors; 
alligator, suede snake and lizard are 
among the good leathers. 
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Irwin E. Finke New 


Hermal General Manager 


Boston, Mass.—The Hermal Shoe 
Co., of Everett, Mass., manufacturers 
of Pli-Mode shoes and other novelty 
slippers and sandals, has recently ap- 
pointed Irwin E. Finke, formerly as- 
sociated with Schworm & Finke Shoe 


IRWIN E. FINKE 


Co., Boston wholesalers, and for the 
last two years with the Bancroft- 
Walker Co., of Waltham, Mass., as 
general manager. 

Mr. Finke brings to his new position 
an experience of 25 years in the mer- 
chandising and manufacturing of foot- 
wear, during which time he has ac- 
quired a national reputation as an able 
merchandising executive. 


E. P. Reed Salesmen Meet 


ROCHESTER, N. Y.—Events of intense 
human interest, traditional when ex- 
ecutives and salesmen of E. P. Reed 
& Co., Inc., manufacturers of women’s 
footwear, get together for seasonal con- 
ferences, came to the fore this week as 
they studied and discussed Fall sam- 
ples. Here are a few—just the out- 
standing ones: 

For the purpose of perpetuating the 
business, now entering its 75th year, 
the policy of passing responsibilities 
from one generation to another was 
made clear. 

Two members of the new generation, 
Phillip Reed, grandson of the founder, 
the late Edgar P. Reed, and son of 
President Lester H. Reed, and Guy 
Manley, Jr., son of Executive Vice- 
President Guy E. Manley, took places 
in the circle of executives. 

Reed is now a student at Hobart 
College, Geneva, N. Y., and is expected 
to enter the business when he gradu- 
ates. Manley is in the factory design- 
ing room. 

Fred Chesebrough of Toledo, Ohio, 
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who has traveled and sold shoes for the 
company 40 years in Ohio and Penn- 
sylvania, announced his _ retirement, 
gave his farewell address at the clos- 
ing dinner meeting at the Rochester 
Club and received an avalanche of 
cheers and good wishes. 

Leo A. Schneider, 1324 Termon Ave- 
nue, Pittsburgh, Pa., who has been 
named as his successor, was present 

President Reed asked all in the as- 
sembly to bow a moment in silent 
prayer for the beloved Edward J. 
(Teddy) Hanlon, foreman of the fin- 
ishing room, who died last week. He 
was always a gay entertainer at such 
gatherings. 

Solos were sung by the president, by 
young “Phil” Reed and Guy Hanley, 
Jr., while specialties were presented 
by James Alexander, dean of the corps 
of salesmen, and Lee A. Schneider, new- 
est addition to their ranks. 

The salesmen are now on the road 
with Fall samples. Next year the 75th 
anniversary of the founding of the 
company will be celebrated. 


Hold Luncheon Meeting 


Detroit, MicH.—Members of the De 
troit Retail Shoe Dealers Association 
held a luncheon meeting on Wednesday, 
April 24, at Cliff Bell’s. They were 
addressed by Pierce Wright of the De 
troit Council for Industrial Peace. H:« 
spoke briefly and answered question of 
those present. 
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Style 6208 


@ Full Grain White Elk Perforated vamp 
@ White Rubber Orthopedic Sole 
© Ladies’ sizes 3 to 9—$1.35 


8] 


Style 6045 


12 


Other Styles 
in Stock 


Send for New 
Catalogue 


THE ARNOFF SHOE CO., IO! DUANE ST., N. Y. C. 


[49] 


AT ONCE 
DELIVERY! 


Style 6045 


@ Leather Uppers 
@ McKay Construction 
®@ Panco Rubber Orthopedic Soles 


Boys’ sizes 3-6, Men’s 6!/2-12. 





Shoes for the Outdoor 


Season 
[CONTINUED FROM PAGE 37] 


own bundies, stopping often to chat in 
the sun. There is always a place to sit 
in the sun and talk for a while; one 
never hurries and one is always gay. 

If one changes for dinner it is to get 
into a simple frock unless the occasion 
calls for a dinner dress. After dinner 
high holiday is the local movie, or per- 
haps a dance or two at one of the favor- 
ite places where cheerful folk mingle 
in full dress and sports clothes. 

Color is called for to vie with the 
brilliant hues of the flowers which are 
abundant in this town, built remi- 
niscently on the lines of the Spanish 
fort to which the present day town 
traces its origin. Great green shrubs 
are on every side and palm trees are 
planted alongside of native and Euro- 
pean trees, with a casual eye for effect 
that is quite charming. 

The annual regatta of the Santa 
Barbara Yachting Association brings 
people from far and near. Everyone 
who sails wears the regulation blue and 
loungers on the decks of the smart 
yachts are dressed in the highest of 
simple fashion. Again the low heels 
and wedge-soled shoes are seen. 

On the ranches surrounding the town 
both men and women are seen wearing 
traditional Western garb. The polo set 
wear the smartest of that type of cos- 
tume that can be found. 

For the many concerts and openings 
of plays at the Lobero Theatre, top 
magnificence, both Winter and Summer, 
is to be found in the audience. The 
town is noted for having all of the plays 
that come to ihe Coast, and many visi- 
tors from cities far and near come to 
the gala openings. 

Crisp smartness is the keynote of the 
styles worn by the women. Colors are 
gay, or subdued, according to the fancy. 
Sunshine, gaiety, tradition and a spice 
of flamboyancy characterize the styles 
of Santa Barbara. “Anything goes,” 
and yet there is an underlying spirit 
of restfulness and tolerance that makes 
for a charm of its own. 


“Bud” Shipman Represents 
General Shoe Line on Coast 


NASHVILLE, TENN.—J. P. “Bud” 
Shipman, Jr., former California repre- 
sentative of the H. C. Godman Com- 
pany of Columbus, Ohio, has recently 
joined the Edgewood Shoe Factories 
and Sewanee Shoe Company, Divisions 
of the General Shoe Corporation. 


J. P. SHIPMAN 


Mr. Shipman was born and raised in 
St. Louis, Mo., where he had extensive 
training in the shoe industry. In 1912 
he went to the West Coast representing 
the F. M. Hoyt Company and for 11 
years traveled the entire coast for that 
firm. In 1923 Mr. Shipman resigned to 
take a position with the H. C. Godman 
Company. After traveling for several 
years, he was made general manager 
of the Pacific Godman Shoe Company 
and remained in this capacity until 
this branch was dissolved. Mr. Ship- 
man continued as their representative 
until the present season. 

In his connection with the General 
Shoe Corporation, Mr. Shipman will 
represent on the Pacific Coast the Edge- 


wood Division, makers of women’s 
$3.00 and $4.00 walking oxfords. This 
division has factories located in Atlanta 
and Lawrenceville, Ga. He will also 
carry the $3.00 and $4.00 style shoes 
made by the Sewanee Division at 
Cowan, Tenn. Sales offices for both 
divisions are located in Atlanta, Ga. 


Plans Progress for 
Iowa Shoe Fair 


Des MOoINEs, Ilowa—E. N. Ochsner, 
president of the Iowa National Shoe 
Travelers’ Association, has called a 
special meeting to be held on May 4 
to complete plans for the Shoe Fair 
and Fall Exhibits which will be held 
at the Hotel Fort Des Moines, June 9, 
10 and 11. A banquet will take place 
in the Grand Ballroom of the hotel on 
Monday evening, June 10, to be fol- 
lowed by a seven-feature entertainment 
and a ball. 

Arthur Brayton, secretary of the 
Chamber of Commerce, is cooperating 
with a special broadcast on Sunday, 
June 2. Membership in the National 
Shoe Travelers’ Association is neces- 
sary to exhibit. 

O. R. Connolly has charge of the 
reservations at his sample rooms at the 
Hotel Fort Des Moines. A special rate 
is being quoted to all members of the 
National Shoe Travelers’ Association 
for rooms. Indications at this time 
point to a most successful exhibit. 


New Officers Installed 


DETROIT, MicH.—The new officers of 
the Michigan Shoe Travelers Club were 
recently inducted into office with elabo- 
rate ceremonies. The installation was 
in charge of Frank Huetter and was 
accompanied with music by Jules 
Klein’s orchestra. About fifty members 
were present. 

Refreshments were served and mov- 
ing pictures were taken of the entire 
evening which will later be shown at 
some special event. Several vocal selec- 
tions were rendered by vocalists with 
the orchestra. 
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SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 











E are increasing our sales force. Outstanding concern with 
a modern set up of men’s fine shoes to retail at $4 and $5. 
In-stock, direct from factory. Prefer men with other men’s line 
retailing from $6 up. Write full particulars. 
Address $719, c/o Boot and Shoe Recorder, 140 Federal St., Boston, Mass. 








WANTED -Experienced men’s shoe man. Ex- 
ceptional opportunity for man with thorough 
knowledge of merchandising, detailing, and buy- 
ing men’s shoes. Address $718, care Boot & 
Shoe Recorder, 140 Federal St., Boston, Mass. 





SAL .ESMEN wanted by Stitchdown house mak- 
ing Infants’ Prewelts, misses’, women’s, and 
men’s stitchdowns. Strictly commission basis. 
Give full information in letter; age, complete 
sales record, etc. Address $724, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





SALESMEN WANTED to sell line of beauti- 

ful window display fixtures, modern, smart, 

chrome finished. Write for attractive proposi- 

tion. Give territory covered. Rega Mfg. Com- 
pany, 99 Mount Hope Avenue, Rochester, New 
ork. 


WANTED SALESMEN: To handle complete 
line of Quality House Slippers and Comfort 
Shoes with reputable concern, on commission 
hasis, in each of the following territories: 1. 
North and South Dakota, Minnesota; _ 
Kansas, Nebraska; 3. Oklahoma, Arkansas; 
Mississippi, Louisiana, Alabama. Address: $717, 
care Boot & Shoe Recorder, 140 Federal St., 
Boston, Mass. 


SALESMAN: Buffalo, Syracuse, or Albany 
resident now covering up state New York: 
To sell Kreider’s Sweetheart Pre-Welts on com- 
mission. State age, present connections and 
territory. A. S. Kreider Co., 5th & Canal St., 
Lebanon, Pa. 


bg aging: San Antonio, or Houston resi- 

dent now covering Texas; To sell Kreider’s 
Sweetheart Pre-Welts on commission. State age, 
resent connection and territory. A. S. Kreider 
bo. Sth & Canal Sts., Lebanon, Pa. 


Seite by well-known manufacturer of 

Boys’, Misses’, and Growing Girls’ ns ear 
Welts and McKays to retail at $2.00, ag 
and $3.00. All styles carried in pan 
ritories—Arkansas, Oklahoma—North and South 
Carolina—Illinois—Virginia, West Vivginia— 
Missouri, Kansas—-Washington, Oregon—Min- 
resota, orth and South Dakota—Georgia, 
Florida, Alabama. Remuneration is strictly 
commission, payable weekly. Give age, com- 
plete sales record, in letter. Address %722, 
cate Boot & Shoe a fe 239 West 39th 
Street, New York, Y. 


SAr -ESMEN wanted by growing girls’ sport 
McKay factory making 7,200 irs a day. 
Strictly on commission basis, payable on ship- 
ments weekly. Only successful men need apply. 

Address $723, care Boot & Shoe _— 239 
West 39th Street, New York, N. Y. 

















EN’S AND LADIES’ SLIPPERS—manu- 

facturer of attractive line of Sheepskin, 
Shearlings, Leather and Fabric house slippers, 
requires experienced salesmen. mission 
basis. Middlewest and West territories. Ad- 
dress $728, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





LINE WANTED 


ANTED: General Line of Manufacturers all 

leather, medium low priced shoes for West 

Virginia or Southern Pennsylvania. E. M. 

Coatootem, 112 Hough Street, Morgantown, 
a. 








ANTED: Men’s, Women’s, or Children's 

line popular priced footwear. Connecticut, 
Massachusetts territory by automobile. Over 
ten years’ experience. Capable of doing more 
than average selling. Would like to arrange 
an interview. Address $720, care Boot & Shoe 
sale 239 West 39th Street, New York, 


RETAIL SHOEMAN, 35; twelve years’ ex- 
perience, willing go anywhere. Best refer- 

Available immediately. Address $714, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


4 STAR SHOEMAN available; ace promoter, 

go-getter, expert buyer, manager, salesman; 
Will_ assist if necessary. Department, chain, 
specialty store experience. Handle complete 
line men's, women’s, children’s shoes—all prices. 
Best references. Married; Age 36; Salary 
secondary. Address $716, care Boot & Shoe 





le 239 West 39th Street, New York, 
We. Be 





ASSISTANT MODEL MAKER on men’s and 

women’s shoes desires position with New 
England shoe firm. Experienced; good refer 
ences. Address: Mr. Axel W. Anderson, 132 
Hillberg Avenue, Brockton, Mass. 





SHOEMAN, 27, worked for biggest firms in 

Germany. an English without accent; 
Orthopedist; Window trimmer; Buying, selling; 
Seeks position. Address $725, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


OUNG MAN (married), with 13 years of 

Orthopedic shoe fitting, wants positicn in 
Western New York. Address $727, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


FORMER EXECUTIVE of leading factories 

and chain stores in Central Europe and Eng- 
land, expert in shoemaking, distribution, and 
retailing, who accomplished outstanding results 
in planning and systematizing operations of large 
concern has extensive experience as shoe buyer, 
merch , good knowledge of American shoe 











BUSINESS OPPORTUNITY 








Executive Opportunity! ! 
Owners considering financially inter- 
executive women’s 


cellent factory building and equipment 
—capacity of 1200 pair daily. Present 
management owns unencumbered plant 

and property. 
MAN Saya to meet this oppor- 
tunity must be able to furnish some 
fidence = jmty Lame =} owners’ con- 
ce successf management 

of sales and 


Plant operating currently. Address Bux 
715, care Boot and Shoe Recorder, 209 
South State Street, Chicago, Illinois. 

















FOR SALE. 


business, now available for any job at low 
wages. Will go anywhere. Address £729, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York. N. Y 


MERCHANTS’ NEEDS 


EW OPENINGS: For your opening win 

dows call Jack Manheim, Shoe Window 
lrimmer. 218 Kingston Avenue, Brooklyn, New 
York. Slocum: 6-6241. See New York sample 
windows at Downtown Display Company, New 
York City. 


I HAVE 2 X-Ray Machines and would like to 
sell one. One is a brand new 1939, the other 
a 37 Model. Will sell either one. Price ic 
reasonable. Gene’s Shoe Store, 7814 West Ver 
nor Highway, Detroit, Michigan. 


FOR SALE 


ETAIL SHOE BUSINESS, Western New 
York State; Manufacturing and Farming 
Center. Stock $7.500. No auctioneers. Ad 
dress $721, care Boot & Shoe Recorder, 23° 
West 39th Street, New York, N. Y. 




















FoR sale family shoe store near Boston, 

2400 pupil High School. Established eight 
years, doing $9,000 volume. Owner wishes to 
retire. Address $726, care Boot & Shoe 
Recorder, 140 Federal St., Boston, Mass. 





SALESMAN: A real opportunity; owner wishes 
“ to retire. Family shoe store, well estab 
lished, good profits, low rent. A real chance 
Priced right for cash. Stock $8,500, clean. Fox 
Six Thousand. climate in Southern Cali 
fornia. Write Avon’s Bootery, Hemet, Cal. 





be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents 
75 cents. For all other classified advertisem 


per word for all undisplayed advertisements. Mini- 
ents the rate is 7 cents per word. Minimum charge, $1.25. 


When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
S* Advertisements for this page must be in our New York office on Friday of the week preceding publication. “#8 
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WANTED TO PURCHASE 








E BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Ww Florsheim, Enna-Jettick, Vital- 
. Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 
EBVEN | BUS! BIN 


89 Reade se." = Che rch 
Phone Barclay 7-788 New York City 








SHOE STORES WANTED 
FOR CASH 


retailing men's, women's shoes from 
and up having short term leases. 
Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 R 


leade St., New York 
on request. 


$6.50 








MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 


BARSH & CEASAR 
14 8S. Third St. Philadelphia, Pa. 
Phone Market 9139 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shees 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 

















Platform to Follow Wedge 


St. Louis, Mo.—Harry E. Williams, 
style man for Rice-O’Neill Shoe Co., 
announces that the Fall line will place 
most emphasis on heels, soles and 
silhouettes, with simple designs and 
plain leathers. The Dutch heel, pyramid 
heel and platform will take the place 
of the currently popular wedge. 


Early White Demand Seen 


St. Louis, Mo.—An early demand for 
white shoes is expected by Gilbert Jonas 
of Boyd-Welsh, Inc. The retail season 
in white shoes should be particularly 
heavy, and reorders later in the sea- 
son should be large, according to Mr. 
Jonas. Washable crushed kid has sold 
well for this company. A lighter, open 
wedge will probably displace the full 
wedge heel selling now. 


Tops Again 


New York—Barney Kimless, sales 
representative of the Carmo Shoe Mfg. 
Co., Carthage, Mo., in New York, 
walked off with top sales honors for the 
season for the fourth consecutive time. 
Returning from his firm’s sales confer- 
ence at the factory, Mr. Kimless states 
that his sales showed an increase of 30 
per cent for the season. 


New Feature in Men’s 
Shoes Announced 


St. Louis, Mo.—A completely new 
and striking feature in men’s shoes was 
introduced to the trade when the 
Winthrop Shoe Company, a branch of 
the International Shoe Company, re- 
cently announced its new “Action-Free” 
shoes for men. 

As the name implies, “Action-Free”’ 
Shoes are extremely supple and flexible, 
offering men the same comfort and free- 
dom of movement in their dress and 
street shoes that heretofore only ath- 
letes have enjoyed on the football field 
or baseball diamond. 

National advertising in Esquire and 
college newspapers will feature state- 
ments by football players and coaches, 
testifying to the comfort and advan- 
tages of the shoe. Candid camera shots 
of players in action and in street shoes 
will be used. 

This national advertising will be 
backed by a complete dealer promo- 
tional campaign which will include an 
unusual window display, direct mail, 
display cards, college newspaper ad- 
vertising, etc. The new Winthrop “Ac- 
tion-Free” construction shoes will re- 
tail at $7.50. 

The Winthrop salesmen are now on 
the road with the Fall line which, in 
addition to the “Action-Free” Shoes, 
includes notable new versions of the 
Winthrop Slack, Klomp and Rampatan, 
as well as outstanding numbers in 
sharkskin and Antique Mellow-Grain. 


New Service for Shoe Stores 


New York—When Augustus J. Fries 
recently opened “Display Fashions,” at 
404 Fourth Avenue, an unique display 
service for shoe merchants, he was 
merely broadening the field in which 
he has been working ever since he grad- 
uated from the Paris and New York 
branches of the New York School of 
Fine and Applied Arts. First in the 
art departments of two well-known 
New York advertising agencies and 
then, for eight years, art director and 
industrial designer for the Merchandis- 
ing Division of General Electric, he has 
had the opportunity to develop many 
striking and beautiful ideas of display. 

To quote, in part, from the advance 
notice sent to a large and representa- 
tive group of retailers throughout the 
country, “Display Fashions is a new 
window display service geared for year- 
round use by shoe retailers . .. an Idea 
Service first of all, providing constant 
inspiration for sales-compelling dis- 
plays . . . Display Fashions helps you 
solve difficult problems of display with- 
out costly expenditure .. .” 

Each design is shown in full colors, 
colors suggested because they reflect 
shoe style trends. Accessories, back- 
ground and floor materials, properties, 
are listed as to resource at net cost. 
Six weeks before you schedule the win- 
dow all this information reaches you 
in ample time to order any of these 
special materials. . . . Suggestions for 








SO YOURE GOING TO 
ST. 40U/S/ STAY AT 
Hotel lkennox 
STS RIGAT DOWNTOWN 
GOOD PARKING AND 
MAN WHAT SERVICE! 





window cards and advertising captions 
are included with designs. Display 
‘Fashions are limited to one subscriber 
in each city.” A year’s issue consists 
of designs for a minimum of sixteen 
windows. 


Attractive Mailing Folder 


PORTSMOUTH, OH1I0-——Nearing the end 
of its first year as a wholly-owned di- 
vision of Selby Shoe Company, Ortho- 
pedic Shoe Company sent out to all its 
dealers an attractive folder containing 
photographs of its plant and of its 
executives’ offices. Attached to the 
folder was a letter explaining that its 
Cantilever and Ground-Gripper lines 
are being made in this modern, well- 
equipped factory, and inviting its deal- 
ers to visit the factory whenever they 
are in the vicinity. 


Kinney Store Moves 


MILWAUKEE, Wis. — Kinney’s Shoe 
Outlet has moved from 612-14 West 
Wisconsin Ave. here to 743 N. Third. 


! 


ADVERTISING 


CUppings 


—here's how to get 


More Business! 


HE Vincent Edwards Idea Clipping 
Service has over 2,000 satisfied users. 


Each order filled accordi to what 
you want; wholesalers usually request 
best retail ads; monufacturers usually 
want ads of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupons below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Ave., New York City 

Please tell me more about your news- 
paper ad clipping service and special 
short term trial offer. 

















